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NATIONAL VOICE 


CAN BROWN SHOE HELP YOU? 


Joe Retailer says: 


‘“There’s no business like shoe business 


J? 


—if you’re making money at it! 


“No man beefs very loud about the headaches in this 
business while the profits are fat. 


“But when you’re working your head off—and just 
barely getting by—you wonder what’s what. When 
the details of running your business eat up too many 
selling hours, profits take a beating. 

“You shouldn’t have to battle your operating prob- 
lems alone. 


“And fortunately, you don’t have to. With Brown 
Shoe Company on your side, you can get help... from 
tailor-made blueprints for remodeling 
your store to a complete operating 
plan * You profit by all the savvy 
they’ve gathered over 80 years, from 
watching what makes thousands of suc- 
cessful shoe operations tick. 
“I’m as sure today as ever that 
there’s no business like shoe business. 
The Brown Shoe people feel the same 
way. But they also believe the retailer is entitled to 
make money at it. And why not? They know Brown 
Shoe can’t grow unless you do!” 


Noe Ratailor 


*All this, in addition to complete lines of proved vclume pat- 
terns with service back of them. And promoted by the biggest 
brand-selling campaign in shoes. Write the Sales Manager, 
Brown Shoe Company, St. Louis. 


BROWN SHOE CAN HELP YOU 


St. Louis... Makers of: Air Step - Buster Brown + Glamour Debs 
B R re) Ww N ~ H re) =] Cc re) NI PA ~ Yv by the makers of Buster Brown « Official Boy Scout Shoes + Official 
Girl Scout Shoes « Life Stride - Westports by Life Stride - Natural- 
izer » Pedwin « Propr-Bilt - Risqué » Robin Hood - Robinette - Roblee 


seen tnenesiceeeenasimncscnessccttttiilt at 








Reeth Sp 


creates a classic pump gifted with 


flattery. The tall, shapely heel is perfectly 
set off by a slender tapered toe 


and tailored bow. 
The supple mellow leather, 


adding to its softness, 1s 


Hhubsefmans ca 


In #575 Walnut... 
also in all new Hubschman 
fall colours... by 
Johnson-Stephens & Shinkle Shoe Co., 


| . ° 
Saint Lours. 





E. Hubschman & Sons, Inc., Philadelphia 23 


Fashion Office: Empire State Building, New York 1 





THIS AD 


JUST SEND US 
TEAR SHEET 
AND BILL 








#9021—sizes 
6 to 12 


5 12-3 $2.69 
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They're all pure © 
the price. EASY 7 


toddlers put them on 
ar an 


long, long We now out. 
with plastic imit hone 


In bright red or brown. Don’t confuse ° 


or mail your order today. 
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Hi get par iii, kins away crazy high prices on 
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Ae 22 Store’s cost pin ur customers. Pure gum and make the sale 
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0 big 3) anteed sells. Fit beautifull ene San 
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ahead a wear. Only 5 sizes fit 6 vt Go on easily. Guar- 
e disa : 0 big 3. 
ppointed. Order from ca , co mats free. 
Jo er or write: 
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the big switch 


is to Cb Sat 


$5— $6 CHILDREN’S SHOES 


i. 
who’s GimBe”” 


STORES: W ADELPHIA 


* 8 
leading rrgouren wn 
R 
piTTsBU 


J, 
MUDsoy 


ETRo I; 


Write, wir r pho ollect today for complete information about a fra 1 
BLUE BONNET SHOE COMPANY, MANUFACTURERS, 5 FRANKLIN araney. LAWRENCE, MASS. 
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These represent 


high I. Q. 


so does 


HIGH INSIDE QUALITY 


begins, in any leather, with choice rawstock. 
Better suede selections are determined 
by density and plushiness of nap which are 
TAN-ART earmarks. Our tannage shrinks fibers 


T in the skin tightly together at their base 


and the result is a densely-clumped pile which is cropped 


A RT down evenly to a velvety texture. 


Besides this high Inside Quality. the 


N coloring of TAN-ART Suede is vivid: the finishing, 


SUEDE KID 


BLACK TOWN BROWN COGNAC 
CHESTNUT COFFEE NUT BROWN 
FLIGHT BLUE CORSAIR BLUE 
MARINA BLUE 

SCARLET DAMASK ROSE 

MOSS GREEN GRAY SEAL 


“KROCK-LESS ... luxurious in appearance and feel. 


TAN-ART CO., INC. division of G. LEVOR & CO., INC. 
Gloversville, N. Y. Tanners since 1876 
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NALES STARTER 


FOR ALLIED SHOE PRODUCTS AND TANNERS’ SHOWS EXHIBITORS 


The normal buying done at both of these shows will be 
given a vigorous boost by the outstanding influence of 


BOOT AND SHOE RECORDER 
JULY 15 SHOW ISSUE 


Shoe men will be encouraged to shop your exhibit as a 
source of ideas and product knowledge they can use for 
months to come. Trade attention will be focused on your 
marketing projections, providing you with a well-timed 
opportunity to attract added reader interest to your ad- 
vertising and exhibit. Your advertising will capture the 
interest not only of buyers who will attend the shows, but 
also those across the country who cannot attend. 


Because BOOT AND SHOE RECORDER is read by more 
shoe men than any other shoe publication, it therefore is 
the most effective medium for your advertising. More 
than twice the number of allied shoe products and leather 
advertising pages were published in BOOT AND SHOE 
RECORDER in 1957 than appeared in the second publica- 
tion in the field. 


ADVERTISING FORMS CLOSE JUNE 27 
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WONDERFUL START 


Req. VU. 5. Par. OF, 


SHOES FOR CHILDRE 
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Another famous name now has 


that Airfoot feeling! 


This flattering foursome is by DuBarry Shoe Company, Man- 
chester, N. H. And fortunate are they who feature it—for comfort 
beyond compare brings foot-happy wearers back for more and 
MORE. 

This is the work of A1rFoot—world’s first, foremost and finest 
foam rubber cushioning designed specifically for footwear. You 
find AiRFooT in more and more of the best-name styles—for from 
manufacturer, to retailer, to wearer, AIRFooT has never let 
anyone down! 

OTHER IMPORTANT AIRFOOT ADVANTAGES: 
LIGHTER-FOR-DENSITY~—yet thinnest layer stands up! 
CONTROLLED AERATION—“breathes” without forming weak spots. 
UNVARYING SUPPORT~=—instant comeback for life of shoe! 
PROVED QUALITY-—years in development, years in use. 

NOTE TO SHOE MANUFACTURERS: For samples and applica- 
tion information, contact: Goodyear, Foam Products Division, Akron 


16, Ohio. 
_— 


MADE ONLY BY 





AS FEATURED BY LANE BRYANT AND NU-WAY SHOE CO., INC. 

















HOW DuBARRY CUSHIONS BETTER WITHOUT ADDING BULK: 
superior compre ri é 
tio of AIRFOOT achieves more 
e. Thus ‘ [ 











Airfoot—T.M. The Goodyear Tire & Rubber Company, Akron, Ohio 


EAR 


WORLO'S FIRST, FOREMOST AND FINEST FOAM RUBBER CUSHIONING DESIGNED SPECIFICALLY FOR FOOTWEAR 
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Little Yankee prices are lower for 
Fall. 


ELEY 


Increased production and factory 
economies have made this possi- 
ble—with the same fine quality 
as always — giving you an edge 
on competition and widening the 
scope of your selling. 


Yankee 
prices 


More value than ever for your 
customers. 

More new friends for your store. 
And when they come in, they’ll 
find more new styles and new 
lasts in Little Yankees for Fall. 
Beat last Fall! It can be done with 
this positive program. 

The Yankee Shoemakers division 
of Sam Smith Shoe Corp., New- 
market, N. H. 


N 
8 | 
4 
\ 
\ 
\ 
‘ 
. 
. 


— 


the child 
you ; 


Little Yankee Shoes 
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BECKWITH-ARDEN 





PROBLEMS 
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FOR OVER FIVE DECADES NOW... . Beckwith’s research laboratories have been 
concentrating on new formulas and improved processes for producing Better Box Toes 
GUESSWORK IS TABOO AT BECKWITH-ARDEN |... all of Beckwith-Arden’s box 


toe materials are subjected to the most rigid tests for Quality, Efficiency of Operation 


and Comfort plus Durability in Actual Wear. 
the smart shoe manufacturer 


THESE ARE BUT TWO OF THE REASONS WHY. 
places complete confidence in Beckwith-Arden to anticipate and fulfill his box toe 


requirements ... whatever they may be. 


* 
= imc. 
Watertown, Massachusetts 


anada 


203 Arlington Street .- 
SUBSIDIARIES: Beckwith Mfg. Co., of Wisconsin — Milwaukee * Beckwith Box Toe, Limited, Sherbrooke, P Q., ¢ 
Victory Plastics Co., Hudson, Mass. * Safety Box Toe Company, Boston, Mass. * AGENTS: Wright Guhman Co, St. Louis, Missour 
The Geo. A. Springmeier Co., Cincinnati, Ohio * Factory Supplies, Inc, Milwaukee, Wis 


Dellinger Sales Co., Reading, Pao 





SALES 
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Amenieat Soft SG 


The quality sole that walked to fame on comfort 


Because Cush-N-Crepe is America’s original cellular sole* ... the only cellular sole 
nationally advertised to your customers... Cush-N-Crepe has earned a fame that adds 
luster to your own brand name. 

Its respected reputation for extra comfort ... for bonus wear... for the inimitable flair 
of colorful patterns . . . is salable. Cush-N-Crepe on the sole of your shoe can clinch the 
sale for you! 


*Reg 


Your customers respect your shoes 
for this famous name almost as much 
as for your own. So you’re wise to 
mention Cush-N-Crepe by name 
when you advertise shoes that bear 
this quality sole. Your customers 


know that Cush-N-Crepe is 


not on all shoes 


... Just the best ones 


KNURLED 


Manufacturer of HIGHEST QUALITY SOLES for 47 years 


AVO Lad SOLE COMPANY Avon, Massachusetts 














once for 


once for 


Lawrence Fina rs tanned twice 


Dr. Posner's Scientific Shoe for little girls. Sturdy construction, convertible swivel strap 
that can be worn over the heel or instep. In rich Lawrence Fina, red, navy, black, or gray. 


Lawrence Fina the ideal leather for children’s shoes. Tanned once to wear well through scuffs and 
scrapes, tanned again for deep luster and smooth grain. Shoes made of Lawrence Fina look better... 
wear better... cost less and mean more shoe sales for you. 

Other ‘‘tanned twice” Lawrence Leathers are KEENA and MELGO. A.C. Lawrence Leather Co., 
a division of Swift & Company (Inc.), Peabody, Mass. 


a 
rOnC?_ FUQ, ... the better part of better shoes 





Blucher 


Circular Vamp 


School bells put an end to summer vacations. But 
they don’t stop running, active feet. Exercise periods 
and after-school fun have created a year ’round 
market for Fleetwoods—the canvas footwear with 


GRO-FLEX construction.* 


Circular Vamp, Blucher and Sandal styles are 
available in Red, White, and Blue. Ankle-high 
“Tops” in Black or White. Order your stock now 
for the back-to-school rush. 


*GRO-FLEX Construction features: 





FLEXIBLE UPPERS 
Sendel REINFORCED 
anda HEEL AND TOE 


CUSHIONED ARCH 


FULL-CUSHIONED INSOLE 


TY E R Ribier Company 


ANDOVER, MASSACHUSETTS, 











TYER RUBBER COMPANY, Consumer Products Division, Andover, Massachusetts 
Gentlemen: Please send me the latest Tyer Catalog Price Lists on Canvas, Plastic and Rubber Footwear. 


NAME STREET 
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DOUBLE YOUR SALES POTENTIAL 


— 
Corps” 


The soft, soft, softer than ever shoes with leather 
lining that holds shape, can’t burn. And so bril- 
liantly styled they can’t help being among the 
most demandable in the store. 


Troylings has a long line of beautiful shoes 


the exclusive 
mezzanine 
"20/Shee] 
Will 
Usher’ in 
mole 
sales 
for 
slores 
that 
have 
ewy 
new 


The: (i l Q) 


Hi-lo — the 20/8 for the high look, the low-heel 
comfort. Certain to be the biggest attraction in 


shoes this fall. 


the promotable, profitable fashion line at $14.95 to $16.95 


retail. And behind it, a strong, dependable in-stock service. Lown Shoes, Inc., Auburn, Maine. 


A 
A 


NY fi i 


those new) / ’ new 
/ j 


| 


y 


STYLED ~SGymourt Poy 
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ADVERTISED IN 


August 25 issue, on newsstands August 21 
Complete tie-in material available. 


Rover 

Black smooth with 
Biack grain 

insert. Brown also. 
Neolite sole. 
Goodyear welt 
Gents. youths, boys 


(lassmate 


best name wn children’s shoes 


High chair to high school—a complete line of THE 
children's shoes styled ahead of their class — ¥ 
and backed by an in-stock service you can ; /, 

count on...Milwaukee quality and fit, of course. & aASSHLa ® 


$4. 95 $5. 95 $6. 95. Some higher. a6 HOUS SERVICE SHOE ~ 


Milwaukee 12, Wis 
New York office, 47 W. 34th 





If there’s no Classmate dealer in your trading area, you’re invited to write Ideal Shoe Mfg. co., | 
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You Can Count On 


The 
“United Man” 


He is dependable, productive, skilled. 
He knows how to keep your machines 
running, cut your down time and save 
replacement parts’ cost. He knows 
the best and fastest way to solve 
your machinery problems. 

The average United Man has 15 years 
of specialized shoe machinery experience 
and is qualified to service 28 different 
machine types. He is a highly trained 
technician with a pride in his work. 

The United Man is kept continually 
up-to-date on improvements and on new 
machines through a steady flow of 
information from United’s Beverly 
Factory and Boston Office and from 
other United Men. 

You can get the United Man in a hurry 
when you need him, and you only pay 
for the time you use. 








FOR YOUR BEST BUY IN SERVICE 


wWhited. 
SHOE MACHINERY CORPORATION 
BOSTON, MASSACHUSETTS 
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Remedy: Searching Analysis | 





-_ 


PLANNING 








iQ 














—‘Retail sales are lost because the sales person often 
lacks motivation and a feeling of ‘involvement’ in the 
affairs of his store . . . Because too many buyers 
think that the salesman should pick up his mer- 
chandise information by a process of osmosis and 
exposure.” 

—These, and many other points were made by John 
J. McCarthy, consultant to the General Electric 
Company, recently. Since his comments made quite a 
stir among the merchants who heard his talk, we 
thought our readers would be interested in some of 
the highlights. For instance, he stated: “The greatest 
business in your community is the business that goes 
out of your doors every day ... unsold! If you 
doubt this, make some daily traffic counts at your 
doors and compare them to your transaction counts 

. and don’t forget to allow for the customers who 
make multiple purchases! 

—‘Sales move ahead . . . profits drop . . . and the 
Retailer looks for the answer in rising operating 
costs... 

—“The real cure for rising operating costs is not to 
be found through unimaginative, across-the-board 
budget cuts . . . this doesn’t take Management . . . 
this only calls for short-range planning . the 
de-emphasis of essential research . . . and business 
suicide. 

—‘‘Neither is much to be gained by attributing the 
rising costs to the ‘conditions of the times’ 
demands of labor . . . increased payroll . . 
costs of delivery and so on. 

—“The remedy is in the searching analysis of each 
operation by a planned program of work simplifica- 
tion. 

—“The real source of the dwindling profit picture is 
to be found at the point of sale . . . Sales are lost 
because salesmen lack motivation. They lack involve- 
ment. They aren’t in on the planning . . . Sales are 
lost because too many buyers think the salesmen 
should pick up their merchandise information by a 
process of osmosis and exposure . . . yes and because 

too many manufacturers don’t do the job of educa- 

tion that they share with the retailer.” 


, high 


SF  Caeue. 


Publisher 
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JUMPING “JACKS” 


our Seniors’ 
Size-Range has 
longer reach! 


wa “) for those hard-to-fit 
PRE-Teeners: 
SIZES 4 to 7! 


“noszt10/ 





Wey 


FOR GIRLS... 

Classic Step-In comes in 
black or brown. The Swivel 
One-Strap in black, brown and 

the new red, and grey. 


FOR BOYS... 


Raglan 3-Eyelet Oxford in two 
versions... with flat seam or 
raised seam. Both come in 
black or brown. 





In size-graded patterns for 
accurate fit ...same as regular 
Seniors. Fit that has made 
Jumping Jacks famous as... 








America’s Finest Fitting 
Shoes For Children 


ORDER NOW FOR EARLY 
AUGUST DELIVERY 


VAISEY-BRISTOL SHOE CO. 
Monett, Mo. 








= | 
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COMFORT. ..your 2 major selling points... 


combined in 1 shoe! 


Any of a score of America’s most 
style-wise shoe manufacturers could 
have made the handsome wingtip 
you see above. But this one is dif- 
ferent: it was made over that famous 
Guide-Step last. 

This shoe is a Johnsonian Guide- 
Step, and like every other shoe in 
this complete line, it combines flaw- 
less styling and wonderfully com- 


fortable fit. The secret is in Guide- 
Step lasts, developed during 30 years 
of research involving hundreds of 
thousands of foot measurements on 
feet in action. These lasts mean 
comfort. 


Think what this means to you in 
terms of increased business: John- 
sonian Guide-Step style brings men 
into your store, Johnsonian Guide- 


Step comfort brings them back! 


Like to learn more about these fast- 
moving, nationally advertised shoes? 
Drop us a line for further informa- 
tion, or a visit from one of our repre- 
sentatives if you wish. Remember: 
style and comfort, in one line of shoes! 


Priced to retail profitably at 9,95 to °12.95 


Nationally advertised in LIFE, SATURDAY EVENING POST, LOOK, 


ARGOSY, AMERICAN LEGION, and FARM JOURNAL 


A PRODUCT OF MENDICOTI JOHNSON 


GUIDE-STEP 


ENDICOTT JOHNSON CORPORATION, ENDICOTT 1, N. Y., ST. LOUIS 2, MO., NEW YORK 13, N. Y. 
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Editorial Outlook 





Waves of the Future? 


HEN storm clouds darken on the horizon, busi- 

nessmen have a habit of subjecting themselves 

to the most intensive introspection and analysis. 
At such times, counsel by specialists from other lines of 
business is given particular attention, 

In recent months, shoe business has been getting its 
fair share of such counsel. On two occasions the advice 
has been spectacular and stimulating, if somewhat alarm- 
ing. Industry breakfasts at the Popular Price Shoe Show 
provided the sounding board for both. 

Last December. Stephen Masters tossed a bombshell 
into the laps of an audience of chain store people, retail- 
ers and manufacturers in his now famous “Revolution 
in the Market Place” talk. At that time he said that 
discount retailing would take an increasing bite out of 
all retail volume including shoes and he predicted the 
demise of the medium-size retailer in the economy of our 
country. 

At the last Popular Price Shoe Show industry break- 
fast, E. B. Weiss, Director of Merchandising, Doyle. 
Dane, Bernbach, Inc., drew a bead on shoe chain stores 
and told them that their time-per-transaction had _be- 
come economically prohibitive and must be reduced. 
Weiss stated that a chain of discount houses had reduced 
its time-per sale in shoe departments to one quarter of 
that which prevails in regular shoe stores. 

“Has the popular price shoe chain, as distinguished 
from other shoe outlets operating in the higher price 
ranges, over-stayed as well as over-emphasized the impor- 
tance of fitting service?” Weiss asked. 

Weiss said too, “Sizable segments of adult shoe wearers 
require little or no fitting service. . . .” He added that 
“Even with children’s shoes, a growing number of out- 
lets are proving that no fitting service or a minimum of 
fitting service in no way hinders volume from certain 
segments of the population.” 

This is revolutionary thinking and strong medicine 
even for hardened chain store men. 

Throughout his discussion, Weiss was careful to use 
the qualifying adjective “certain” and he used it often. 
For example, he said, “For certain types of footwear 
and the variety will grow consistently, self-service is the 
wave of the future. For other types of footwear self- 
selection and improved pre-selection are the waves of the 
future.” Weiss’ formula for chain store survival is to 
speed up the time-per-transaction through the elimination 
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or drastic curtailing of fitting service. 

This is strange advice at a time when most chains have 
been adding services and emphasizing the importance of 
fit, particularly in their children’s departments. Such 
counsel must come as a shock to the popular price shoe 
industry, which until the recent change in the business 
atmosphere, was doggedly setting its sights on grading 
up and more service selling. 

Most chain stores are doing a creditable job of fitting 
most types of shoes. It is our observation that their sales 
people are better trained than they heve been at any 
time in chain store history. Chain stores are attractive, 
comfortable places in which to buy shoes. Many of them 
are superior in physical layout and appointments to the 
Yet, Weiss finds 
teriors stereotyped and lacking in the “dynamic change” 
he finds “typical” of the food super market. 

As long as Weiss generalizes he is on reasonably safe 


average independent store. their in- 


ground. He draws a strong defense cloak about him when 


he stresses “certain footwear.” The “certain footwear” 
which he believes requires little or no fitting is in the 
offing. Perhaps it is closer than we may think. But the 
question may be fairly asked, what will those certain 
types of footwear be like? 

New shoe constructions, which will produce softer, 
freer fitting foot coverings at a fraction of the present 
If this is 


the type of footwear Weiss means, there is merit to his 


price of shoes, are in the experimental stage. 
thesis. Development of a satisfactory, marketable prod- 
uct would necessitate new methods for its mass distri- 
bution. 

But, will these new shoes fall into the popular price 
category? Or, will they create a new category in low-end 
merchandise? 

These types will not be items for distribution through 
shoe stores as we know them today. The low-price va- 
riety store, drug chain, the grocery super market, may well 
It is doubtful that they 


will find a place, even as a self-service item, in shoe 


be avenues for their distribution. 


stores. 

Weiss makes an interesting speculation when he sug- 
gests the possibility that chains may be forced into middle 
price ranges or drift there, while new rivals take over 
the lower price ranges, and that this change may make 
the “popular price” shoe chain a misnomer. 

[| CONTINUED ON PAGE 60] 
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TOP SELLING FAVORITES 
Z FOR YOUNG MEN AND BOYS 
FOR NOW AND BACK-TO-SCHOOL 


Here are volume selling shoes which young men 

and boys will buy for immediate wear, for early Fall 
and for back-to-school. Order them now and 

promote them for maximum sales and profits. Complete 
size coverage available in stock — men’s sizes 6 to 12, 
right down through boys’ sizes 2% to 7. 


IN STOCK FOR IMMEDIATE 


DELIVERY FROM A SINGLE SOURCE: 


101 Styles for Men, Sizes 6-14, $10.95-$14.95 retail 
24 Styles for Boys, Sizes 244-7, $8.95-$9.95 retail 





Men's Style 2004; and Boys’ Style 504 
Sand Color “Dirty Buck”. 
\ Red Rubber Sole and Heel. 


Men's Style 4203; and Boys’ Style 503 
Grey Color Ruffee Suede. 
Black Cushion Crepe Sole and Heel. 


Men's Style 4204 
Sand Color “Dirty Buck”. 
Black Cushion Crepe Sole and Heel. 


Men's Style 2067; 

and Boys’ Style 367 
White Nubuck. Red Rubber 
Sole and Heel. 


Men's Style 2017 


Genuine White Buck. 
Red Rubber Sole and Heel. 


Men's Style 4241; 

and Boys’ Style 541 

Grey Color Ruffee Chukka Boot. 

Black Cushion Crepe Sole and Heel. 
Men's Style 4242; 
and Boys’ Style 542 
Sand Color “Dirty Buck” 
Chukka Boot. Maple Color 
Cushion Crepe Sole and Heel. 


Advertised in 


LIFE AND ESQUIRE 


FOR MEN AND BOYS 


Three Generations of Fine Shoemaking 


Write now for catalog or for salesman to call 


GARDINER SHOE CO., INC. 


MAIN OFFICE, FACTORY AND IN-STOCK DEPARTMENT 
GARDINER, MAINE 


NEW YORK SALES OFFICE: Marbridge Bldg., 47 W. 34th St. 
FAR WESTERN DISTRIBUTORS: Solnit Shoe Co., Buckingham & Hecht, 817 S. Los Angeles St., Los Angeles 
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Manufacturer Predicts: 


Italian Effect on U. S. 
Men’s Shoes to Grow 


BOSTON — Within the next two 
or three years the so-called Italian 
influence will be reflected even more 
than now in men’s dress and casual 
shoes made in American factories, 
according to Richard W. Shriner, 
president of the French, Shriner & 
Urner Manufacturing Company. 

American manufacturers, he be- 
lieves, will swing in increasing num- 
bers to the close-edge, pointed toe, 
lighter-weight styles now finding 
ready acceptance on the Continent. 

Mr. Shriner recently returned 
from an air trip, during which he 
studied European styling and pro- 
duction in Paris, Rome, Naples, Nice 
and London. He reports that one 
outstanding development in men’s 
shoes abroad, in addition to their toe 
shape and closer edges, is the em- 
phasis on black. Very little brown 
is seen, he says, and then only in 
suede leathers. 

In patterns the moccasin type is 
dominant, although some wing tips 
are seen. These, however, are 
dressier than those made in this 
country. They have closer edges and 
the detailing is finer. Most of them, 
Mr. Shriner says, are made by the 
cement process. 

Slip-ons of the conventional type 
are in all the better retail stores, he 
reports, but they differ from ours in 
the degree of ornamentation. In 
many this is achieved by the use of 
large buckles. 

These slip-ons, almost without ex- 
ception, are made of soft, crushed 
grain leather and, following the al- 
ready-noted Continental trend, are 
made only in black. One of these 
slip-ons with a moccasin forepart 
achieves its effect by using a reverse 
seam. This too carries a pointed toe. 

Both Italian and Swiss manufac- 
turers, Mr. Shriner found, are using 
rubber soles on fairly dressy types 
of men’s shoes. European stylists, 
moreover, are making a distinction 
between toe shapes on dress and cas- 
ual shoes. While the pointed toe is 
seen most frequently on the dress 
types, the trend seems to be toward 
the square toe in casuals. 
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Los Angeles Show Attracts 3,000 


Steady but Cautious Buying Marks Largest May Shoe Fair 
Ever Held in the West; Retailers Confident About the Future 


LOS ANGELES—Steady buying 
and a feeling of confidence in the 
future filled the air at the West 
Coast Shoe Travelers’ Fall Market 
Week, held two weeks ago at the 
Alexandria and Biltmore Hotels and 
the Haas Building. 

By the time the show closed, over 
3,000 retailers from the 11 western 
states, Hawaii, Canada, Mexico and 
Alaska had registered. Most of them 
bought to some extent. 

In point of numbers it was the 
largest May showing ever held in the 
West, with the largest number of 
exhibitors, largest registration and 
largest number of sales executives 
and factory managers in attendance. 

Buying was unquestionably active 
and firm. There was plenty of cau- 
tion, with the bulk of orders being 
placed in the basics. The wilder lines 
aroused comment but only received 
sampling purchases. The feeling was 
evident that while there are plenty 
of consumer sales to be made, this is 
no time to go out on a limb with 
wild ones and untried patterns, or 
shoes with less than universal fash 
ion application. 


Salesmen Ahead of °57 

For the first time in some months, 
sales represetatives claimed to be 
over last year’s figures. The highest 
estimate given was 27 per cent; the 
lowest was around 3 per cent. Very 
few said they were disappointed in 
the action, and those were generally 
people introducing new or little 
known lines. 

Fashion-wise, little was 
that could be called new or startling. 
This may be the last show at which 
the pointed toe assumes overwhelm- 
ing importance, for this time it ap- 
peared in practically everything from 
dress pumps to carpet slippers. It 
is obviously needed to complement 
the long, leggy look of the new 
dresses, but already a trend away 
from it is appearing. 

In just a few lines there was the 
hint of the “chisel look’; the same 
needle toe but with the point cut off 
squarely to produce a blunt front. 


shown 


Very fetching in both men’s and 


women’s shoes, when it is done just 
right. 

Pumps without question dominated 
the show. The No. 1 shoe was the 
closed-toe, closed-back pump in dark 
colors, with black patent still the 
heavy leader. Except for the ex 
tremely thin, tapered heels, the shoe 
is about as conservative a styling as 
has been seen in many years. 


Few Decorated Heels 

Entering the picture, however, was 
the closed-toe, open back pump 
nothing more than a revival of the 
shoe that was so hot several years 
ago. Variations include open shanks, 
dipped sidelines, higher throats and 
practically every type of strap you 
have ever seen. Decorated heels seem 
to be a dead issue, with few of them 
showing up. The sleek new dresses 
make them out of place. 

Color still has importance, but in 
a very understated way. The basic 
black might have a thin red piping, 
a colored bow or a hint of a jewel 
Nothing boisterous; even the printed 
fabric shown were of re 
strained and subtle patterns. 

The word for men’s shoes is ele 
gance. Sleek refinement and simplic 
ity marks everything; long vamp, 
tread a little on the narrow side, 
higher and closer fitting throats 
Textured leathers remain strong in 
men’s, while they have shown some 
falling off in women’s shoes. Men’s 
shoes at the showing featured light, 
flexible constructions almost exclu 


shoes 


sively, even in work footwear; ligh 
for work shoes, that is. 

social get-together of the 
the Breakfast Meeting, 
hosted by the Western Carloading 
Company. A feature was the crown- 
ing of Doreen Dare, movie and T\ 
starlet, as “Queen of Footwear foi 
1958” by Pearse Newell, president of 
the WCSTA. Featured speaker was 
TV panel show moderator Freeman 
Lusk, talking on “Civil Defense and 
You.” Over 500 exhibitors, buyers, 
and factory representatives were on 
hand for the meeting. 


First 


show was 
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Women’s Lines Busiest at Boston Market 


BOSTON—Despite the fact that 
bad weather has cut into retail shoe 
sales in all parts of New England, 
buying was characterized as “good”’ 
ut the Fall Shoe Show held here dur- 
ing the week of May 18. 

The show, held in the Parker 
House, was sponsored by the Boston 
Shoe Travelers’ Association. There 
were 147 exhibitors, an increase over 
last year, and approximately 300 
buyers, most of whom represented 
family shoe stores, registered by the 
first day. 

Helping to swell the volume was a 
recognition of the fact that, as one 
man put it, “there are only 53 manu- 
facturing days between the close of 
this show and the date shoes must 
be shipped to meet August 15 de- 
livery dating.” 

By far the best business was done 
by women’s manufacturers. 
Companies with wide lines were 
especially busy. Interest was high 
in flats, little heels and casuals. 

In addition to this forward buy- 
ing, there was the expected fill-in 
ordering, some of it on whites. These 
have begun to move in southern New 
England, and the demand is ex- 
pected to increase at retail. 

In fall lines a wide range of colors 
was shown—black, blue, red, beige, 
brown and even some pastel shades. 
Toe shapes ranged all the way from 
the conventional round toes, through 
tapered to extremely narrow. Of the 
newer shapes, the modified taper was 
the best seller. 

Most in demand were shoes de- 
signed to sell from about $8 to $12. 
The higher priced lines did not fare 
as well, although department stores, 
which had completed their first buys 
two weeks before the show opened, 


shoe 





Foot Award Honors Mailmen 


WASHINGTON, D. C.—The 
American Foot Health Foundation 
presented its Annual Foot 
Health Award to Postmaster Gen- 
eral Arthur E. Summerfield as a 
salute to America’s walking post- 
men. The foundation presents a 
plaque each year “to focus the na- 
tion’s attention on the fact that there 
are more than 100 million Ameri- 
cans needlessly suffering from reme- 
dial foot ailments.” 


has 
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were said to have bought normal 
pairage of these lines. 

Reports were mixed as to the 
amount of buying of juvenile shoes. 
Boys’ shoes sold better than chil- 
dren’s. Buying of the latter was 
confined largely to the more con- 
servative styles. There were few re- 
orders on spring and summer types. 

Manufacturers of men’s shoes 
reported a lack of buying interest al- 
though companies with in-stock de- 
partments expect to book business 
later in June. The fear was ex- 
pressed that late orders may lead to 
even later deliveries. 


National Shoe Institute Urges 
Pair as Father’s Day Gift 


NEW YORK—‘Shoes make a per- 
fect Father’s Day gift on all counts,” 
advises the National Shoe Institute 
in a release to the press intended to 
promote sales for the June 15 ob- 
servance. 

The release suggests special shoe< 
for the sportsman, beach sandals for 
the “sand and surf man,” leisure 
styles, dancing shoes, bedroom slip- 
pers or “a pair of cool, lightweight 
business shoes.” 

“If you don’t know what size he 
wears in a particular brand, you can 
always take him into the store,” NSI 
says. 

“Even simpler, you can always get 
a shoe certificate.” 





15% Attendance Boost Marks Pittsburgh Fall Showing 


PITTSBURGH — Attendance 
climbed 15 per cent over last year’s 
figure when the Pennsylvania Shoe 
Travelers Association opened its Fall 
Shoe Show here two weeks ago. 

With the exception of work shoes, 
ordering proceeded at a busy pace, 
with deliveries set for July and 
August and in some cases at once. 
The unemployment which prevails in 
this area prevented men’s work shoes 
from faring better. Local retailers 
are generally still meeting 1957 fig- 
ures, but a few are showing 5 to 10 
per cent losses. 

Consensus of opinion at the four- 
day show was that retailers and buy- 
ers from the larger stores were not 
trading down on price lines carried. 
Many, however, sought additional 
advertised lines to enhance their fall 
sales. 

On display at the Hotel Penn 
Sheraton were 130 lines. On open- 
ing day a buffet luncheon attracted 
over 800 persons in three hours. 

In women’s shoes, the lighter, 
more open look rates as the top fash- 
ion news for autumn. It stems from 
shorter skirts which focus attention 
on the feet. Revival of the open 
shank d’Orsay pumps with strap 
treatments gives a lighter look to 
the shoe. 

T-straps have become classic, all 
with closed vamps but with both 
open and closed backs. The closed 
“T” is the new look. Smart fall 
prints are expected to be good if 
not overdone. Black and blue silks 
are an early fall prospect. 


Leading fall colors appear to be 
black, dark brown, briarwood, red 
and green. In materials black calf 
is No. 1 with black suedes following. 
Deldi silk has come up strong in 
autumn haze, Corsica green, red and 
imperial blue. 

The trend in growing girls’ styles 
seems to be toward lighter shoes in 
more sophisticated patterns. Most 
shoes sold both in flat and higher 
heels were on the tapered toe, with 
14/8 and 12/8 heels faring very well. 
Colors were: first, black calf; then 
black patent and black velvet with 
some benedictine calf. 

Misses’ shoes were all sold on the 
tapered toe, many with detachable 
strap. Colors in order of preference 
were black patent, black velvet and 
copper patent, plus some red calf. 

In children’s and infants’ shoes, 
many accounts were returning to 
regular straps instead of swivel 
straps. More black calf shoes were 
sold in this size run than previously. 
No. 1 is still black patent, but many 
accounts were buying black velvet 
instead of black suede. 

Fall shoes for men continue to be 
lighter. Favored for the style-con- 
scious male are three and four eye- 
lets in plain toe, wing tip and moc 
toes. Casual slip-ons are very good, 
and double soles are also selling. 
Concealed stitch types are consid- 
ered very good for moc toes. 

Blacks are tops, with darker 
shades of brown favored to go with 
the new suits. 
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Du Pont Co. and United Shoe 
To Sell Fabric Manufacturer 

WILMINGTON, DEL.— The Du 
Pont Company and United Shoe Ma- 
chinery Corporation have announced 
signing of an agreement to sell the 
Celastic Corporation of Kearny, 
N. J., owned jointly by Du Pont and 
United Shoe Machinery, to the 
Wasco Chemical Company of Cam- 
bridge, Mass. 

The Celastic Corporation, with 
manufacturing operations at Du 
Pont’s Arlington Works, Kearny, 
N. J., manufactures ‘Celastic’’ plas- 
tic-impregnated fabrics for the shoe 
and other industries. Max Wasser- 
man, president of Wasco, announced 
that Russell Hamilton, who has been 
with Celastic since it was founded, 
will become general manager of the 
Celastic division of Wasco. “Almost 
all of the present employees will be 
retained,” he added. 


New York Wholesale Group 
Sets Showing June 29-July 2 

NEW YORK—The New York 
Shoe Wholesalers’ Association will 
hold its Fall Showing June 29 
through July 2 in the members’ 
showrooms in the downtown New 
York area, including Duane, Reade 
and Church Sts. and West Broad- 
way. Hours are 9 A.M. to 6 P.M., 
and parking is free on Sunday and 
evenings. 

Eddie Lepcowitz, association pres- 
ident, said the various houses also 
still have on hand summer shoe mer- 
chandise which will enable retailers 
to stock up on lines that may be run- 
ning low. 





Shoes Cost Less Than Cent 
Per Mile of Walking: Union 


BOSTON—Americans buy 20 pairs of 
shoes every second of the year. That's 
about 600 million pairs a year, or an 
average of three-and-a-half pairs per 
person. 

The statistics are supplied by the 
Economics Research Division of the Boot 
and Shoe Workers’ Union, AFL-CIO, 
which also calculates: 

The average person walks six miles a 
day and bears 700 fons of weight on 
his shoes. 

An ordinary pair, worn steadily with- 
out repairs for three-and-a-half months, 
carries the person 630 miles. 

Since the average palr sells for about 
$6, the price amounts fo less than a 
penny per mile of wear. 

Remarks union President John J. 
Mara, “It’s time the American public 
took a new look at its shoes—to better 
appreciate the performance and services 
rendered and the values received." 


June 1, 1958 


Meadlines 





Outlook ‘Best in Years’ at Oklahoma Show 


OKLAHOMA CITY, OKLA.—The 
20th Annual Fall Shoe Show of the 
Mid-Continent Shoe Travelers As- 
sociation, held here May 18-19, was 
considered a ‘good show” sales-wise 
as well as traffic-wise, although not 
so good as the show held just previ- 
ously in Dallas. 

Some 300 buyers shopped the 86 
exhibitor suites in the Biltmore 
Hotel, and E. J. Eichhorn, associa- 
tion secretary, reported the “best 
outlook in years” for the shoe busi- 
ness in the Southwest. In spite of 
the fact that inventories are still 
pretty high, dealers for the most 
part bought with confidence of a 
good fall business. Black was the 
leader in all categories (except in- 
fants, of course). 

Pointed toes proved more popular 
than ever. Those who were afraid to 
stock up this spring fell right into 
the pointed-toe trend and gave or- 
ders freely. 

In ladies’ shoes, more little heels 
sold —18/8’s and 15/8’s. More 
browns were sold than last year 
since most dealers, rushed last De- 
cember for browns, were caught 
short. Sable mist and red were very 
good. Ninety-eight per cent bought 
closed shoes, and there was more de- 
mand for sport and dress flats. 


School Shoe Variety 
back-to-school 
was accepted more enthusiastically, 
for last year many dealers found 
they were not protected in proper 
proportion on teenage crush flats. 


Variety in shoes 


Improvement in construction of 
shoes was welcomed, as many buy- 
ers reported customers grateful for 
improved flexibility and padded in- 
nersoles even in dress shoes, with 
the most welcome improvement, the 
addition of non-breakable heels, 
available in both plastic and steel. 

Reporting lots of traffic, one rep- 
resentative said both little heels and 
flats sold well, with the casual type 
shoes still in the picture in a big 
way. Black was leading, followed by 
various shades of brown and with 
red a prominent color. 

The trend was to calf and suede— 
particularly good were glace calf and 
deldi-silk suede. Some reported vel- 
vets in misses’, teenage and chil- 


dren’s have proved fabulously popu- 
lar. 

In women’s, black calf led, fol- 
lowed by black suede, brown calf 
and brown suede—open shank, ta- 
pered toe, some open heels. 

Jeweled shoes have taken on life 
for fall, reported one representative, 
and Baby Louis heels in 8/8 are 
showing strong appeal. They are 
best in soft construction in kid or 
suede, with black and red predomi- 
nating and browns strong in whisky 
and Benedictine shades. 


Loafer Style Popular 

A salesman featuring all washable 
shoes reported the new loafer-type 
men’s shoe in lightweight leathers 
and smooth toe showed popularity, 
with washable nylon velvets best in 
children’s and ladies’ flats. 

Another representative reported 
that in his children’s, teenage and 
misses’ lines, velvets were newest and 
best, with a reputation for outwear- 
ing suede and leather. Patents were 
still good, and black was selling best. 
In back-to-school shoes, lightweights 
both in straps and oxfords have put 
any heavy-type out of the picture. 

In men’s shoes again, blacks were 
well ahead, followed by the dark 
browns, with tobacco brown good. 
There were few calls for light or 
reddish browns. Butted seams were 
very acceptable with the stitch-and- 
turn next and the new California 
welt (center seam) also in favor. 

The Italian influence shows in 
men’s in both dress type and the 
newest in casuals, the fiddle shank. 
The slip-on program is bigger than 
ever. Wedges and crepe soles were 
reported the fastest-growing styles 
in men’s service shoes. 

Sports-type chukka boots 
ies) are proving good for sale in col- 
lege towns. 

In men’s boots, black and black 
combinations lead, with the trend to 
the taller type 11 to 14-inch. Stove- 
pipe type is gaining favor. 

The volume in women’s boots is 
in the softer type leathers such as 
Kangaroo. Softer and plainer styles 
predominate. 

In children’s the most popular 
boot is the “Cheyenne,” some with 
smooth calf vamp and grained top 


(wedg- 


23 





Headlines 





Retailers Optimistic at Dallas Show 


DALLAS — The Southwestern 
Shoe Travelers’ Association fal] mar- 
ket here in mid-May was described 
by both exhibitors and retailers as 
equal to or above last year’s event 
in business done and ahead of last 
year in optimism. 

“This year,” as one producer put 
it, “there was less crying. The regu- 
lar accounts appeared to be in a good 
frame of mind. After all, they have 
less this year to cry about.” 

In 1957 floods cut into attendance 
and Those 
same spring, 1957, rains broke the 
drought for the entire Southwest 
area. The beneficial effects of abun- 
dant moisture are currently being 
felt in all branches of retail trade. 

Invertories of summer merchan- 
dise for many retailers in the area, 
however, are still too high for com- 
fort. The bulk of the buying in 
Dallas was at minimum require- 
ments for fall, with late July and 
August delivery specified as 
earliest. Less conservatism was seen 
at the popular price levels than in 


enthusiasm — seriously. 


early 


the upper brackets, and some of the 
popular priced lines chalked up in- 
creases of 5 to 10 per cent in orders 
written, as compared to last year. 


children’s shoes was 
considered active than other 
categories, with traffic excellent and 
attendance in display rooms steadily 
heavy. Orders written ran ahead of 
last year for many exhibitors. Buy- 
ers reported that they were antici- 
pating their best fall selling season 
in many years. 

In children’s pairs, good interest 
was shown in both nylon velvet and 
nylon satin. Black patents for girls 
went well at popular price levels, 
while black velvet took top honors in 
higher brackets. Low cut T-straps 
were listed as good contenders for 
top teenager spot in both dress and 
casual shoes. Lightweight brushed 
leather oxfords with tapered toe 
took the lead for school footwear. 

Ordering in women’s shoes ranged 
from equal to five per cent better 
than last year’s fall market, with 
pointed toes finding full acceptance 
in all price ranges. Although the 
23/8 heel continued strong, 15/8 and 
even 12/8 heights appeared to be 
gaining substantially in importance. 


Buying in 
more 
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T-straps in all variations were de- 
scribed as good sellers, with open 
shank patterns cutting into the de- 
mand for mulebacks. Soft toes and 
flexible constructions were definitely 
sought out by southwestern retail- 
ers. 

Black remained top women’s color, 
with suede commanding about as 
much attention as it did last year. 
Calf was listed as number one 
leather. In colors, both red and 
green were cited as showing up in 
orders in greater percentage than 
last fall. Navy and blue were given 
as down. Late July delivery was 
asked on initial orders for women’s 
transitional pairs. 

Unornamented pumps with pointed 
toe and 15/8 heel went exceptionally 
well for some Dallas exhibitors. In 


decorations, metal toe trims, bold 
throatline stitchings, and tailored 
leather bows outsold the declining 
fluffy bow treatments, where dress- 
maker pumps were concerned. On 
evening pairs, however, satin bows 
and jeweled ornaments rated high 
on the preference list on both satin 
and suede formal pairs. 

Men’s business was reported as 
spotty but in general about equal to 
last year. Regular accounts came to 
buy, producers report, but many re- 
tailers were only “shopping,” with 
intentions of ordering later. 

In upper bracket style lines, 
squared-off toe treatments in slip-ons 
and in two and three-eyelet ties were 
good sellers. Pointed toe slip-ons 
with handsewn moc fronts held their 
strong position in middle price range 
ordering. Black was given as first 
color, with browns moderately ac- 
tive in calf and quite active in alli- 
gator and in grains. 





Sales, Reorders Cheer Exhibitors at Kansas City Show 


KANSAS CITY, MO.—The Heart 
of America Shoe Show held May 
18-20 at the Phillips and Muehlebach 
Hotels in Kansas City produced much 
better results than had been ex- 
pected, according to Clarence West, 
secretary of the Central States Shoe 
Travelers Association, sponsor of the 
semi-annual show. 

“We were really pleased with the 
sales this spring,” Mr. West said. 
“Comments from a number of the 
exhibitors indicated that they had 
had their best market in years. Few 
of them reported any significant re- 
sistance to new fashions in shoes.”’ 
There were 48 exhibitors. 

In women’s style lines, the big 
item was the soft-construction shoe 
with closed heel and toe. Both the 
closed pump and the closed strap 
were in demand. Buyers liked the 
silky suedes and the softly brushed 
finishes, but reactions to textured 
finishes varied from mild interest to 
some enthusiasm. 

In colors in women’s shoes, black 
was most popular with brown a 
strong second. In some lines, red was 
third, but in others the new greens 
were crowding it out. Gray, definitely 
not out of the style picture for mid- 
western women, was popular in 
sports shoes. 

The trend in children’s shoes was 
similar to that in women’s footwear 


with emphasis on style. The biggest 
items in girls’ shoes were the velvet 
party flat and the swivel-strap pump. 
For boys, dirty buck, the leader at 
last year’s show, was even more pop- 
ular this year, and the Shu-Lok 
fastener feature was in demand. 

The foreign influence was the big 
interest in men’s shoes, and volume 
orders for square-toe shoes were 
common. The lightweight welt was 
more in demand than some of the 
newer construction features, but 
there was no doubt that the light- 
weight shoe is the big seller that 
shoe designers had predicted. Black 
led the color parade, with brown such 
a close second that some salesmen 
predicted it would be on top within 
two seasons. 

In addition to good sales in all 
types of shoes for fall, exhibitors 
had satisfactory business in reorders, 
especially for women’s and girls’ 
casuals and dress shoes for imme- 
diate delivery. One veteran salesman, 
who described his reorders as “‘very 
heavy,” said that talk of poor busi- 
ness conditions, combined with cool, 
damp weather in April and early 
May, made buyers too cautious. 

“Then we had four or five days of 
real summer weather,” he said, ‘“‘and 
the stores found they didn’t have the 
stock to meet the needs of their 
customers.” 
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OPERATE?! 


DISSECT OUR SHOES, PART FOR PART AND 
STITCH FOR STITCH ...LEARN FOR YOURSELF 


THAT Judy ‘n’ Jerry Gives You Top-Grade Leather 
Counters, Linings, Innersoles, Welting. 


THAT Judy ‘n’ Jerry Gives Extra-Quality Bonwelts: 
Tempered Steel Shanks, Neotite Soles, etc. 


THAT Judy ‘n’ Jerry Gives you Top Styling, Editorially- 
Selected, Buyer-Approved, Consumer-Tested. 


THAT Judy ‘n’ Jerry Gives you Superb-Fit Lasts, Extra 
Flexibility, soft Cushion Fillers. “ 


THAT Judy ‘n’ Jerry Workmanship, Detailing, 
Findings and Construction Rival Shoes that 
Retail for $3.00 more a pair. 


OPERRATE:! 


STOCK AND SELL 
JUDY ‘N’ JERRY SHOES THAT 
CHILDREN’S AND COMPARE WITH 
MISSES’ FOOTWEAR *6, *7 AND *8 
RETAILING AT RETAILERS 


(A Few Styles at $5.50 and $6) 
ALL THIS = AND LONG MARK-UP, TOO 


For Catalog or Salesman’s call, write: 


SHERMAN BROS. SHOE MFG. CORP. 230 Jackson STREET, LOWELL, MASS. 
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“Talon 
Shu-Lok 


fastener consistently a 
best seller!” 


says D. L.. Metcalf, Vice President of Fortune Shoe Company, Nashville, Tennessee. 


“The reason is clear,” continues Mr. Metcalf. 
® 
“The Talon Shu-Lok fastener has proved its worth in the shoe business with superiority 


features that have endless promotional vitality. 


“Tts easy-on, easy-off feature is a great hit with customers. Designed for comfort, con- 
venience and good healthy fit...this new closure offers selling advantages that are hard 


to beat. 


“Consistently a best seller, we back this fast-moving item with promotions and display. ® 
We now have the Talon Shu-Lok fastener in our men’s and young men’s styles...and 
more and more repeat sales indicate the customers tremendous enthusiasm and accept- 


ance of this newest shoe improvement.” 
fastener 


TALON, INC., SHU-LOK FASTENER DIVISION, MEADVILLE, PA. 
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Retail sales of footwear in June will very probably be up. 
Consumer spending for shoes is at a healthy rate. 


U. 8S. Chamber of Commerce advocates a na- 
tional sales tax to solve the government's 
revenue problems. 


The Army has 50.000 pairs of high quality 
brown oxfords it wants to get rid of without 
depressing local markets. 


Baker Reporting from WASHINGTON 





Retail sales of footwear in June probably will be ahead of April totals. 
the government’s chief leather and footwear economist predicts. “Consumers 
are keeping up their spending for shoes and apparel at healthy rates.” com- 
ments J. G. Schnitzer, director of the Leather, Shoes and Allied Products 
Division, Business and Defense Services Administration, U.S. Department ot 
Commerce. 

Mr. Schnitzer comments that sales at the Popular Price Shoe Show (New 
York, May 4-8) were “better than expected.” The fact that there were few 
or no price rises posted encouraged retail buyers to place orders, he observes 


Volume was “fair to good,” he adds. 


The answer to the government’s revenue problems is a national sales tax 
on everything except food, clothing (including footwear), and rent. the U.S. 
Chamber of Commerce says. 

The Chamber closed its annual meeting here in May by adopting a long 
list of policy declarations, including the one calling for a national sales tax. 

“A general excise tax at a low uniform rate and free from duplication 
should be made a part of the federal tax structure,” the Chamber declaration 
states. 

Federal excises as they now exist are highly discriminatory against certain 
products, the Chamber points out. Some consumer goods are taxed, and other 
products are not taxed at all. And the rates on those that are taxed vary 
widely. 

To end this discriminatory situation, Congress should apply a_ relatively 
low percentage rate to all consumer goods except food, clothing. and rent. 
the Chamber proposes. 

It’s unlikely that the Congress will enact any such revenue law this year. 
But don't overlook the long-range possibility of a national sales tax. ‘This is 
the last great untapped source of revenue. As the government's financial 
problem grows more acute, the politicians will become more interested 1m 


the revenue possibilities of a national sales tax. 


The Army is trying to get rid of 50,000 pairs of brown oxfords. The shoes 
were on hand at the time the Air Force and Army switched from brown to 
black shoes. 

Army supply offices admit that it would be unfair to retail merchants to 
sell or to give these shoes away anywhere in the U.S. They are high quality 
shoes, and would have a depressing effect upon any local markets where thes 
were unloaded. 

The Army, which is warehousing the surplus shoes. has tried to get the 
General Services Administration to take them off it hands, but GSA) won't 
take them. 

Maj. Gen. Charles J. Bondley. Jr.. the director of supply and services for 

(OVER) 
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e The impact of the national highway building 
program will begin to be felt by retailers in 
the next twelve months. 


Report from 


e Harry Johnson, of Endicott-Johnson, is now 


WASHINGTON 22000. 





the Deputy Air Force Deputy Chief of Staff for Materiel, told a congressional 
committee recently that the shoes are “serviceable,” but are being held off the 
retail and surplus markets because of the objections of local merchants. 

If you can think of some way for the Air Force to get rid of these shoes 
without hurting local business, write Gen. Bondley. He’s a man with a problem. 


Retailers, particularly those located in suburban shopping centers, will 
begin in the next 12 months to feel the impact of the national highway build- 
ing program, 

Recession-conscious congressmen recently approved legislation which will 
increase outlays for new highways by about $800 million over the next year. 
Total federal matching funds to be allocated to the states now will total some 
$3.6 billion. 

Over the next two years, the new highway act will mean federal expendi- 
tures of about $5.5 billion. The increases are speed-ups in originally-approved 
projects, and do not involve a bigger total program than that approved two 
years ago. 

Including state contributions, actual amounts to be spent on new highways 
will be a little more than double the amounts of federal grants. 

The road building speed-up will mean an increasingly large mileage of new 
roads will be built, older highways rebuilt and relocated, and traffic and shop- 
ping patterns altered faster than estimated earlier. For some retailers, it will 
mean more business as new roads make shopping trips easier for customers. 
For others, it may be damaging as traffic is diverted or new shopping areas 
spring up. 


Harry Johnson, of Endicott-Johnson, has joined the growing list of busi- 
nessmen agreeing to serve the federal government in time of nationai emer- 
gency. Mr. Johnson is the seventh footwear executive to sign up for the 
emergency program. 

Recruiting for the program is being conducted by J. G. Schnitzer, director 
of the Leather, Shoes and Allied Products Division, Business and Defense 
Services Administration, U. S$. Department of Commerce. Currently, Mr. 
Schnitzer is trying to line up about 20 more leather and footwear executives 
for the program. 

Those who sign up are listed on the government’s mobilization-day rosters 
as members of the “national industrial reserve.” These men agree to serve the 
government in executive positions either in Washington or in the “emergency 


re-location sites” outside Washington in time of national emergency. 


The Interstate Commerce Commission again has ruled that common carriers 
may not bargain away their obligations to serve the public. 

The ICC ruling nullified the proposed tariff of a group of truck and rail 
carriers who claimed they could not be responsible for pickup and delivery 
service during strikes, riots, picketing and other labor disputes. 

Such an arrangement is illegal, the ICC said. “The mere existence of a 
strike or picketing does not necessarily prevent the performance of pickup and 
delivery service,” the ICC stated in its ruling (on April 29.) 

Earlier this year, the ICC in another ruling stated that truckers could not 
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Thio is 
Carry«Pack 


~ Ce Oe °ee 


The package! 


this is how Carry-Pack 
~, improves your business 


CARRY*PACK 


HANDLES 






add profit to 
every sale! 






e seals all types of boxes, bags, or wraps 
e costs far less than string, cellophane tape, 

Or special wraps 
@ makes Carrying easy... customers love the convenience 
@ Saves wrapping time. . . takes just six seconds to apply 
e eliminates shoplifting 


it’s a sure sign that a sale has been made 


e easy to operate dispenser 


can be mastered in minutes 
e custom imprints, to match your packaging 
design or advertise your store 


e seventeen beautiful stock colors, 
with matching gummed tape 


e dispensers loaned free ... in accord with liberal plan 


Imprinted, they 
advertise for youl 






Investigate 
: CARRY* PACK now! @ 


eeessee® 














MAIL COUPON FOR 
FREE DEMONSTRATION OR SAMPLES 


CARRY-PACK CO., LTD. 
SCHILLER PARK, ILLINOIS ssr-68 
Canadian Licensee: Top Paper Products Limited, 
Guelph, Ontario 
( Please send free 10 day trial 
() Please send free samples 

My color choice is j 
Check if you use: BOXES ; BAGS = ae 
WRAP IN PAPER 





ee eee eeeeeeereeeeeeeeee 


Name ‘ 
Store 


Address 





oO Zone State 
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YOUR FUTURE IS GREAT IN A GROWING AMERICA 


AMERICA ALWAYS OUTPERFORMS ITS PROMISES 


We grow so fast our goals are exceeded soon after they are set! 


7 BIG REASONS FOR CONFIDENCE IN AMERICA’S FUTURE 
1. More People 


tion has doubled in last 50 years! And our prosperity curve 


Four million babies yearly. U.S. popula- 


has always followed our population curve. 

2. More Jobs —Though employment in some areas has fallen 
off, there are 15 million more jobs than in 1939—and there 
will be 22 million more in 1975 than today. 


3. More Income 
high of $5300 


Family income after taxes is at an all-time 
is expected to pass $7000 by 1975. 
4. More Production —U.S. production doubles every 20 
years. We will require millions more people to make, sell and 
distribute our products. 
5. More Savings — Individual savings are at highest level 
ever—$340 billion—a record amount available for spending. 


30 


6. More Research — $/0 billion spent each year will pay off 
in more jobs, better living, whole new industries. 


7. More Needs —In the next few years we will need more 
than $500 billion worth of schools, highways, homes, dura- 
ble equipment. Meeting these needs will create new oppor- 
tunities for everyone. 


Add them up and you have the makings of an- 
8 other big upswing. Wise planners, builders and 
buyers will act now to get ready for it. 


FREE! Send for this new 24-page illustrated 
booklet, ““Your Great Future in a Growing 

: sr . Great Future 
America.” Every American should know these sax 
facts. Drop a post card today to: THE ADVER- 
TISING COUNCIL, Box 10, Midtown Station, 
New York 18, N. Y. 


—Se” 


Your 


Growing America 
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eS brand og distinstion in baste 
PARADE MAJORETTES 


smart, sturdy, comfortable, 
with tassels in white or any 
school color or combination 























NOW, right now ... school band 


leaders are ordering their 






majorette boots. Get in touch with 





the schools and the school band 






leaders in your area. Show them these 





tremendous values, and get the orders! 





GROWING GIRLS’ 
Sizes 342 to 10; 















A and C widths 

Cost to you $4.75 
MISSES’ 

Sizes 12 to 3; 

B and D widths 

Cost to you $3.55 
CHILDREN’S 

Sizes 82 to 12; 

D width 

Cost to you $3.55 
INFANTS’ 

Sizes 4 to 8; 

D width 

Cost to you $3.00 










ACME BOOT COMPANY, Inc., 
Clarksville, Tennessee 






Also makers of Cowboy Boots, Wellingtons, Out-of-Doors Boots, Engineer Boots 
WORLD'S LARGEST BOOTMAKERS 
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KEEP THEM casual. .. KEEP THEM COO 


i 


+ 


KEEP THEM 


NEW ASG AS. STYLES FEATURE 


k) 


KENDALL FOAM FAB* 
CUSHION INSOLES! 


“Pillow Process'’ wrapped insole uti- 
lizes “FOAM FAB" combination of 4” 
latex foam on tobacco cloth. “FOAM 
FAB" is cemented to insole board prior 
are combined in “Risqué” casuals by Brown Shoe Company. to wrapping operation. 


Featuring built-in sales appeals, these styles offer new 
foot comfort ... create repeat orders from satisfied customers. 


KENDALL “FOAM FAB” .. . a latex foam and fabric 

combination developed especially for insole and bottom filler 

applications ... provides superior insole cushioning in the 

“Risqué” line. “FOAM FAB” features accurate thin gauges, 

improved densities, new cost savings. And it can be a 


used in any style or manufacturing process. KENDA LE 


WRITE TODAY FOR DETAILS AND PRICES. rege 
Andrews-Alderfer Division 
*KENDALL ‘'FOAM FAB"’ is manufactured under Patents 


2,628,654 and 2,649,391 and Patents Applied For. 1031 HOME AVENUE e AKRON 10, OHIO 


Smart styling and the incomparable cushioning of latex foam 


REPRESENTATIVES: BOSTON: Continental Textile Corp. NEW YORK CITY: Eastern Foam Fabric Co. CINCINNATI: M. Hale Company. NASHVILLE: Robert 
Porter. ST. LOUIS: Gerald D. Scott Sales Company. MILWAUKEE: R. J. Piekenbrock. LOS ANGELES: Herman Schlobohm Foam Rubber & Plastics Co. 
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“The men’s shoe industry has success- 
fully managed to eliminate the spring 
and summer selling season,” says L. EF. 
“ED” TUFFLY, president of Krupp 
& Tuffy in Houston, Texas. As a 
retailer, Mr. Tuffly is speaking satiri- 
cally and regretfully. 

“We have made a strong effort to sell 
our customers a shoe similar to the 
one he has been wearing, by telling 
him it is lighter or the summer ver- 
sion. However. we find it rather diff- 
cult to tell a man he should buy a new 
pair of black or brown shoes simply 
because they're lighter in weight than 
the ones he has. 


“It’s much easier to sell a pair of 
ventilated, mesh or white combination 
shoes and thereby diversify his ward- 
robe. Yet, when we bought summer 
shoes for our men’s department, it was 
difficult to find 


showing or planning to stock two-tone 


any manufacturers 
summer shoes. 

“So, if the men’s shoe business is ap- 
preciatively off this spring and sum- 
mer, I think we can attribute it not 
so much to the general economic pic- 
ture as to the lack of creative styling 
and selling on a national scale—by 
the manufacturer—and to the retailer 
for accepting without a loud protest.” 

* * * 

RALPH H. EWE, president of the 
Tanners’ Council of America, says: 
“If the past eighteen years have taught 
us anything, it is this. Protecting your 


assets against the creeping virus of 
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inflation is impossible without con- 
sistent profitability. Present trends in 
vur economy and in the relation of 
Government to business can have only 
one result. To meet the consequences 
of that result, every business enter- 
prise must protect its resources 
througha decent consistent profit. 

“There is a strong and growing seg- 
ment of the tanning industry which 
has demonstrated that the production 
and merchandising of leather does not 
have to be the bottom man on the 
Companies which have 
achieved take 
pride in this. They do not find it 


totem pole. 
fiscal respectability 
necessary to talk poor mouth. On the 
contrary, they believe it heartening to 
their industry and their customers to 
know that the making of leather and 
the rendering of special service is suf- 
ficiently profitable to encourage crea- 
tivity and progress in leather making. 
Progress for us means progress all 
along the line—progress for our cus- 
tomers, for the retailers, and for the 
consumers,” 


% ab 


and_ less about 


“Good talk 


stringency and economy will put the 


weather 


consumer back into a buying mood,” 
says DONALD NIEDERMAN, buyer 
and manager of the men’s shoe depart- 
ment at De Pinna’s in New York. He 
continues: “For the first time in years. 
we sense that the customer is price- 
conscious. He is equally interested in 
the 


lone the shoe will wear. 


materials, construction and how 
“Just a short time ago, the male cus- 
tomer used to buy the extra pair easily 
but 


only the one pair that he may need 


almost casually now he buys 
. . nothing more. 

“We look forward to a pickup in 
the 


bright, sunny and warm and we can 


business when weather — stays 


BOOT ann SHOE 
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sell summer weights, silks and straws 


patterns. 


in all the various 
os) tt tt 


“Color is fashion and fashion is 
color!” Dorothy Fox Davies, Fashion 
Director for E. 
Inc., made the statement many months 


Hubschman & Sons, 


ago that “as the season advances, out 


of twenty-five or thirty colors... four 
or five will finally establish themselves 
as the important fashion colors: Tar- 
tan Beetroot, Atlantic Blue, 


Bittersweet and Perfect Brown. 


Green, 


“Now 


Vogue Magazine, is their brochure: 


just off the press from 


Colors to Come in 


for 


Their colors are 


‘A Preview of 
Fabrics and Leathers Autumn 
Winter 1958,’ 


presented in four categories: Mercury 


and 


and Royal Reds; Glacier and Explorer 
Blues; October Oranges and Sunshine 
Browns; Pastoral Yellows and Grove 
Greens. 

“Since the look of fashion is a ‘melt- 
ing’ of color from head to toe, we now 
find that our faith in our promotion 
colors—projected in January—is jus- 
tified. For each one of Vogue’s color 
categories. we have a true and beauti 
ful color 
with it. 
“Yes. we will 


but we are sensing a vigorous interest 


accessory to blend or “melt’ 


sell the classic colors 
in the new colors ... each one closely 
related to the entire fashion picture 
and bearing the stamp of approval of 
our highest interpreters of fashion.” 
Pn 4t ¥ 
“We're not getting rid of pumps and 
of Bird-Speakman, Inc... in 


we don’t want SaVS 


WRIGHT 





Wilmington, Del. 
with the new details and patterns will 


“Beautiful pumps 


continue to be very important. How- 
ever, there is no doubt about it, T- 
strap shoes and sandal types are mov- 
ing into the limelight. We are getting 
more calls for T-straps, as time goes 
on. At present, the demand is for 
solid black, blue or red. It’s safe to 
say they will be asking for these same 
shoes in white for the summer. 
“Many women are looking for new 
shoes—in patterns other than pumps 
and are influenced by the fashion 
photos they see, featuring the new 
chemise dresses and showing the mod- 
Y-straps, X- 


straps and single straps. These photos 


els wearing T-straps, 
put an emphasis on the shoes as well 
as the new apparel and create a desire 
on the part of the consumer to wear 
the new strap styles. 

“The increased use of colors and ma- 
terials in the manufacture of shoes 
has created a need for a greater di- 
versity of styles. The customer is thus 
given an opportunity to go beyond the 
range of colors she now has on her 
shoe rack and is a potential for the 
multiple pair sale.” 


+ * * 


JACK HOWELL, a partner in Howell’s 
(Junior) Department Stores, Denver, 
and shoe buyer for the new Howell’s 
Store in Brentwood Shopping Center, 
says: “You have to have the ‘hot’ 
items when the teen-age customer 
wants them or you are out of the 
teen-age shoe business. 

“We've found it best to order a lot of 
new shoes to begin the season; study 
the young customer’s reaction care- 
fully and then reorder the so-called 
‘hot? numbers. We rely, too, on geo- 
graphical location,” continued Mr. 


Howell. 


something for teen-agers was ‘hot’ on 


“For instance, if we know 


the west coast a few months before, 
it will be the ‘big’ thing here the cur- 
rent season. Such was the case of Ivy 
League saddles last fall and the fall 
before (now on the wane) and such 
is the case today of the T-strap. 

“Don’t forget your windows,” cau- 
tions Mr. Howell. “They bring the 
teen-agers in, for the youngsters love 


to window shop and they eagerly 


watch for new displays.” 
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HETHER you walk into it through the street entrance, or take the 
elevator to reach it... the moment you step into the Saks Fifth 

Avenue shoe department, you know you have arrived at the quality 
level. There is a feeling of confidence that pervades. And for the many 
thousands of shoe conscious women in New York. Miami, Los Angeles. 
San Francisco and a half dozen or more cities and suburbias across the 
United States, that quality assurance has been built up over the years on 
the Fenton Last label. S.F.A. has tried to maintain the quality that women 
want and are willing to pay for . . . from a base price of $24.95 per pair to 
“sky limit” for precious alligators and inimitable shoes. 

The man responsible for the smooth, efficient, successful operation of 
the shoe departments—quality and budget—is Dave Dulberg: and you get 
some feeling of the extent and scope of that responsibility when you con- 
sider that in the New York store alone they generally carry a current stock 
of about seventy thousand pairs of shoes and there are some hundred 
persons directly involved in the various services of the shoe department. 
Multiply that by the twelve or thirteen other S.F.A. shoe units . . . 
with less stock and personnel but nevertheless in the same league . . . and 


operating 


you get some idea of the vastness and massiveness of the over-all shoe 
operation. 

Getting back to Dave Dulberg, the man with the major responsibility 
in this project, he started at Saks Fifth Avenue back in 1929, under the 
tutelage of Eddie Cohen and later, with Mannie Gerton important 
names in the Shoe Hall of Fame. It was Eddie Cohen who conceived the 
idea of building a quality business on a mass basis. This was the first 
time it was done on such a large scale and it proved eminently successful. 
Today, the shoe department is pretty much the focal point in every unit. It 
is the department that brings customer traffic into the store. 

In 1935, Dave left New York. He went out to Pittsburgh to manage 
the S.F.A. shoe department at Gimbels. He stayed in Pittsburgh, in the 
Gimbel organization, until 1944. Then to Kaufmann’s in Pittsburgh. where 
he stayed for ten years. In August, 1954, he returned to his “native heath” 
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Important “Crained’ Loo 
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£ C light grained leathers, in the Morocco family. are 
for fall. Used in combination with smooth 


more im 





portant than ever 
surfaced leathers, or alone in classicly simple patterns. they are 
particularly distinctive in highly polished black. 

This three-eyelet moccasin style is the perfect shell for ex 
pression in grained leathers. Its refined details include an expertly 
proportioned overlay apron, neatly set with three rows of very 
fine stitching and well balanced with a wider backstay. Piping 
at the top line and close cropped edges complete this ver) 
“custom” picture. 
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ley League 
CLASSICS 


The traditional, classic, conservative styles 
which are adhered to at the women’s col- 


leges across the country. 


WO kinds of styling prevail on college cam- 

puses — traditional, classic Ivy League _ styles 

which prevail at women’s colleges and Collegiate 
styles worn on co-educational campuses. Retailers need 
both to meet the demands of their two kinds of cus- 
tomers. 

Take the girl who is going to a women’s college, 
maybe in the East, maybe in the South, the North or 
the west. The prevailing styles on her campus will be 
traditional dirty sneakers and_ saddles, moccasins, 
kiltie tongues, U-throat ties. There will be nothing very 
new in her college shoe wardrobe. But—and we can- 
not say this strongly enough—there will be style in it 


because she will be wearing clothes and shoes that 


Left: Classic black or brown saddle 
oxford on rubber sole, by Golo. 
Tapered toe moccasin, fresh looking 
classic, a Weejun by Bass. Kiltie 
tongue, continuing fashion with 
extra style touch in square toe, by 
Sandler of Boston. 


U-throat tie in the family of leather 
sneakers, by Moxees. Pump with a 
soft, simple trim—back or front— 
date shoe, by Caressa 


Right: Low boot, growing style; 
Muu Muu padded sole scuff to wear 
with Muu Muu dormitory robes. 


Traditional canvas sneaker, indis- 
pensable campus shoe; Square toe 
stepin in brushed leather, matched 
to Shetland sweater colors. 





a 


~~ 


Collegiate 
FASHIONS 


Styles worn on co-educational campuses 
where girls follow the current styles more 


often than they do the traditional. 


have a distinction and a recognition of a_ tradition 
belonging to a special kind of life and thought. Her 
shoes are a natural and accepted expression of her 
college and herself, as a special type. 

Just as naturally. girls going to co-educational col- 
leges have always been influenced by the fact that 
there are boys on the campus. Because she wants to 
look attractive at all times—not just on dates—her 
point of view is very much the same as that of any 
girl who is living in a world of men and girls. So she 
is eager to vary her clothes, to show her own individ- 
uality, to make herself as attractive as possible. 

For her you must have variations on the classic 

[CONTINUED ON PAGE 60} 


Right: U-throat saddle oxford, newly 
styled with square toe and ribbed 
sole, by Huskies. 


Buckled vamp tab, new style touch 
on stacked leather, flat heel pump, 
by Ci-Ranno. 


“Mainliner.”” stylized moccasin with 
square toe and heel and high-rising 
square tongue, a Lucerne by Viner. 


New light weight moccasin, higher 
tongue. ribbed gum crepe sole, by 
Sebago Moc. “Lance.” T-strap on 
2314/8 heel, date shoe for the style- 
conscious collegiate. by Sabrina. 


Little heel pump for the campuses 
where there are more cars, less walk- 
ing. by Ted Saval. 





Sales Training and 
~ « e COMPETITION 


A good shoe salesman should know his product thoroughly. He should 
be able to answer any and all questions about it, whether they relate to 
materials, construction or fit and demonstrate its features convincingly. 


NE of the great problems of shoe retailing is to 
find the sales personnel that can be entrusted 
with the development of confidence in the store 

and can perform an efficient job in selling footwear. 

Today, with higher costs of doing business and the 
competitive pricing of footwear, the profit squeeze has 
become an important factor in the profitable operation 
of a shoe store or department. The man at the fitting 
stool is achieving greater importance because his ability 
determines the ultimate success or failure of the enter- 
prise, 

Training is relative, depending upon the efficiency of 
top management and the desire to build a profitable busi- 
ness. Manufacturers, too, should begin to realize, in spite 
of lip service, that their interest in the distribution of 
footwear should not end when the shoes leave the factory. 
The retailer should be given effective aid in the training 
of personnel. Consumer advertising alone is not enough 
to make a line of shoes successful. The disappointing 
turnover of shoes can only be overcome if competent 
shoemen are employed at the fitting stool. 

The retail salesperson usually has all the facilities of 
the store available when making a sale. With proper 
use of these facilities and knowledge acquired from 
iuthoritative sources, he can transmit the proper image 
of the store to the customer. If the right attitude is 
transmitted to the consumer, the shoes will be even more 
acceptable when they are re-tried and displayed at home. 
This is due to the fact that a favorable image of the 
store was created in the customer’s mind. If, instead, a 
poor image of the salesman and store is impressed on 
the mind of the customer, the shoes can never give a 
feeling of satisfaction, no matter how beautiful or well 
fitted they may be. Thus it behooves everyone concerned, 
especially in these days of great competition, to create 
the proper attitude in the mind of the consumer. 

The retailer must realize that this is no time to elimi- 
nate or lower the costs of training personnel. It is more 
important now to offer proper services with well-trained 
salespeople; otherwise, what is there to keep the customer 
Price alone is not 


from shopping in a discount store? 


ov 
a 


38 


by SEYMOUR HELFANT 


Manager, Smaller Stores Division, N. R. M. A. 


the answer. The discount houses are only offering price 
without service and when a legitimate shoe retailer tries 
to compete with the discounter on price only, it is the 
“beginning of the end.” One of the important things 
that the legitimate store offers is acceptable service 
through competent personnel. The retailer should never 
attempt to meet price competition alone. 

Unfortunately, in many shoe stores we find the per- 
sonnel are merely robots, more commonly called clerks. 
They are far from being advisors to customers or helpful 
in a way that will create a favorable image of the store 
in the mind of the consumer. In fact many of them are 
intolerable and impudent. Therefore, why shouldn’t cus- 
tomers take advantage of the lower prices in discount 
houses? After all, they aren’t getting any better service in 
many so-called legitimate shoe stores. 

This can all be avoided with good training and a pro- 
gram of good human relations. Previous chapters dis- 
cussed ways and means of building confidence in the shoe 
salesman, through sufficient information, that will create 
enthusiasm that can be transmitted to the customer. Shoe 
selling can then become a joy rather than a chore. 

The warning against cutting the costs of training should 
be reiterated, as there is a direct relationship between 
approved training and increased sales volume. Training 
will create better productivity from any sales force, with 
the same cost of operation, and will result in reduced 
selling percentage costs. 

Lack of training creates a feeling of indifference to- 
ward the customer. Of course, this is to be discouraged! 
The prime motive of a successful operation is to sell 
more shoes, 

But the day of “pressure” selling is past! Customers 
do not wish to be pressured into anything. They lose 
confidence immediately when pressure is used and many 
sales made under those circumstances are only tem- 
porary ones. More than likely the shoes will be returned 
for a refund the next day and dissatisfaction will have 
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The man at the fitting stool is more important now than ever because it is 
his ability that determines the ultimate success or failure of the enterprise. 


been created. If a continuous repeat business is to be 
built up, unnecessary pressure must be tabooed. There 
are times when a customer is undecided as to what to buy. 
In that case, some gentle pressure, unnoticed by the 
customer, may be used to close the sale. The customer 
must be made to feel that the shoes are her own choice. 

Selling should be considered in connection with the 
tastes of the consumer. The consumer should be made 
to feel that she urgently needs the shoes. 

The customer’s buying problem should be solved by 
a qualified merchandise advisor who is completely  in- 
its fit, care, need and 


formed about his product use, 


versatility. He should have respect for his store and its 


standing in the community and should understand his 
customer and have a desire to advise her properly, even 
at the risk of losing a sale temporarily. if the customer 
cannot be suited with the stock on hand. In short. the 
competent shoe salesman sincerely studies the customer's 
needs and problems and then makes every effort to com- 
plete a sale, with the general idea of pleasing the cus- 
tomer and encouraging repeat business. The customer is 
grateful for careful and helpful service and assistance. 


Shoe salespeople have been typed in amusing ways 
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because of their attitudes and abilities, as: 

A. The shoe clerk 
make a sale if he can furnish the shoe that the custome: 
specifically asks for. He is unable to determine whether 
this shoe will satisfy the needs of the customer, and if 
the 
substitute. 


is merely a carrier who can only 


customer is not. satisfied he is unable to offer a 
These clerks do not 


learn anything about their product and will never gain 


shoe have a desire to 
enough confidence in themselves to become enthusiastic 
about their products or themselves. They are employed 
where ability to sell shoes is not required. 

B. The stock or record clerk who would rather keep 
his stock or records in order than be annoyed by an ap- 
customer 
stock 
record keeping rather than help with the sale of a pair of 
that stock and 


record keeping is not an important part of a shoe sales 


proaching customer. He would rather give a 


the “rush” act so that he can return to his and 


shoes. Of course, | do not mean to say 
man’s job, but I do say that this work should be done at 


times when it won’t interfere with the normal course of 
selling shoes. 
One micht ask the difference between 


“make the grade.” A 


a successful shoe 
salesman and one who is unable to 
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Left: Saddles and half bals. Left to right: 
Step Master, Lazybones, Kali-sten-iks, Phyllis, 
Classmates, American Juniors 


Left: Continental and adult styling: William 
Brooks, Kali-sten-iks, Gebrico (Gerberich- 
Payne), Boy Ranger (Kreider) 


Below left; A selection of important patterns: 
Two Jumping Jacks, Child Life, Jerryvco (Judy 
‘n’ Jerry), Fleet Air 


Back 
To School 


N the precept that one picture is 

worth a thousand words, and 

that seven would multiply that 
effectiveness considerably, we gathered to- 
gether this comprehensive collection of 
back-to-school shoes from manufacturers 
of children’s and teen agers’ shoes across 
the country. 

These shoes almost grouped themselves 
and they represent most of the features 
that are expected to be the important sell- 
ing points when the new school term 
starts and back-to-school buying gets into 
full swing. 

Manufacturers were agreed about the 
absolute necessity for lightness, flexibility. 
adult styling . . . specifically pointed to 
tapered toes in teen agers’ shoes and some- 
what modified versions for younger girls. 

Saddle oxfords—bubble, gumdrop_ or 
any other designation . . . just so long as 
they are nylon velvet. combined with 
smooth or textured, the conventional white 
with black, gray. 

Half of side-seam bals are expected to 
continue as favorites. T-straps are high- 
lighted in every collection and often com- 
bined with swivels to give three-way pur- 


pose and occasion to shoes. Pumps with 





Above; Swivels and T-Straps: Jumping Jacks, 
Acrobat, Stride Rite, Blue Bonnet 

Right: Variations on Saddle and Bal; Interna- 
tional, Pied Piper, Five Star, Willits, American 
Juniors, Pro-tek-tiv 


**Klectives” 


by ESTELLE G. ANDERSON 


The required features of style and 
fad to influence young customers. 


pointed toes and high rising throat line 
will be date headliners. 

Color is generally a matter of specific 
preference and the range is almost limit 
less. 

Shoes for boys and young men, whethe: 
they be plain toe or moccasin front, slip- 
on or oxfords . . . the emphasis is on 
streamlined lightness, flexibility. sturdi- 
ness. Stitch and turn, close edges, dirty 
buck and closures will be important high 
light. 

Manufacturers are projecting the back- 
to-school picture on the widest scope ever. 
No detail has been overlooked . . . to make 
the production and sale of back-to-schoo! 


shoes successful. 


{bove Right; T-Straps are also very impor: 
tant; Pro-tek-tiv, Miss Sandler, Dr. Posner, 
Robin Hood, Pied Piner 


Right: Here are some teen agers’ preferences: 
Debuteens, Ki-Yak, Altschul, Show-Offs. Acro- 
bat, Alexis’ Hoo Scotch 





Kentucky Store Remodels 


New windows, shelving, carpeting, lights and trim bring shoe store up-to-date in 


$14,000 remodeling completed in three months. Color used freely. 


The wall space above the shelving is Wedgwood blue, the 
carpet is the same color and the chairs are yellow and 
blue. The glass fronted office above the children’s depart- 
ment can be seen in the top photo. Photo directly above 
is of the men’s department. 


HE Baker-Vaughn Shoe Company, Owensboro, 
Kentucky, recently did an outstanding remodeling 
job. 

Completely new windows were installed. The backs of 
the windows are glass, giving vision clear through from 
the street. The background of the windows is gray peg- 
board and the floor is covered with gray wool carpet. 
Lighting is by recessed spot lights. 

Inside the store, the color scheme is Wedgwood blue 
and Canary yellow. The wall space above the shelving is 
blue. Carpeting throughout is the same shade of blue. 
The chairs are upholstered in yellow and blue. Wood- 

{| CONTINUED ON PAGE 63] 





Witting... 





Children’s Feet Never Hurt 


It’s a fact seldom realized that children’s shoes do not have to 





hurt to be harmful. The child just doesn’t notice foot pain. 


RECENTLY found a sock packed in the front of 
I each shoe worn by a baby whose mother had 

brought her in because she had received a three- 
month reminder card. The mother was amazed, not 
because the socks had been missing for six weeks, but 
because the baby had given no sign of discomfort 
no stumbling or fretting. 

Every shoefitter should know that children’s feet do 
not hurt internally. We take off old size 9C’s which 
were being worn in comfort but the new LOC’s are 
“tight.” Last season the same size in the same style 
hurt if they were brown but were just right if they 
black. 


uncomfortable shoe into a comfortable one if the child 


were red or Swivel straps can transform an 
learns that she does not have to wear the straps across 
the instep. Mothers complain about nails in shoes 
more frequently because they tear the youngsters’ 
socks than because they cause discomfort. 
that all of these 
telling us that the style they hate hurts—or are 


Should we assume children are 


liars 
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by JOHN McKEE 
McKEE SHOES, LORAIN, OHIO 


we missing the most important reason there is for 


good § shoefitting ? 
The Medical 


that we miss the boat. The orthopedic board of that 


American Association has indicated 


association approved for publication in Hygeta an 
article stating that children do not complain about 
outgrown and misfitted shoes simply because children’s 
I know 
and waited a long, long year while it was scrutinized 
L000 children in 
found that, 


although almost 3000 were wearing shoes that were 


feet do not hurt. because | wrote the article 


before publication. I had measured 
the Lorain, Ohio, elementary schools and 
1, to 314 sizes too small, only one child said that her 
feet hurt. 
In a 

chairmen of Cleveland’s PTA’s, our 
an orthopedic surgeon discovered bunions on exactly 
half of the children in the two fifth grade rooms but 

[CONTINUED ON PAGE 58] 


health 


and 


demonstration “shoe-clinic” for the 


school doctor 
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How to Make a 


FALL WORKSHEET MERCHANDISE PLAN 
SALES | Aug. | Sept. . | Nov. | Dec. | Jan. | Total | Avg. 


1. Avg. %mo.toyr. | 7.0) 100) 96) 86| 10.2| 61) 51.5, 
. Planned % mo. to yr. | 7.5 | 9. 7|_ 1] — 81 10.5 6.1 51.0 








7 























2 
3. Last yrs. actual | 6805 | 9050 | 8700) 7940 9090 | 5910) 49,495 
4. This yr. plan . 7500 | 9700 9100 | ~ 8100 10,500 | 6100; 51,000 
5. Revised sales 

















6. Actual sales this yr. | 
STOCK | 

7. Last yr. B.O.M. 41,585 40,690) 37,640] 36,940] 38,000] 36,910] 

8. This yr. planned B.0.M.| 44,900] 43,500! 39,800 | 38,700 | 39,600 | 37,100 | 243,600 | 40,600 
9. Actual stock B.O.M. | moa a | 

PURCHASES — | | | 

10. At retail ' 6100| 6000) 8000] 9000! 8000] 6100] 43,200 

ll. Atcost | ee | 
12. On order | 
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‘s) Planned turn-over 6 months fall ........ 12% 


Lo 3 | | a ee eee 4.0% 


© 
ro) 


The Fall Worksheet chart above was also referred to in the first part of this article in 
the May 15 RECORDER and is reprinted from that issue. References to the other charts 
on these two pages will be found at various places throughout the text of Part II. 


Gross mark-on 














SALES AND STOCK CLASSIFICATION WORKSHEET 
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FEB. MAR. ' 
CLASS SALES STOCK SALES STOCK SALES CONT’D 
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A (stock to include 

plan 8400 10000 all months 

actual planned ahead) | 


B y 
plan 
actual 











C 
plan 
actual 
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actual 
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Total Sales 
plan 
actual 














@P2@D0000Q0000 0808 






































budget Plan... 


Part I of this article appeared in the issue of May 15. In this second and 
final part, Mr. Pierce discusses turnover, open-to-buy, markdowns, 
merchandise classification and other details of shoe store operation in 
their relation to a merchandising budget. 


Part II 


HE next step is to recheck the turnover. Take 
all the figures of line 8 of the fall worksheet 
($44.900--$43.500, etc.) add them to- 
gether, arriving at $243,600. Divide by six, giving an 
stock of $40,600. This figure divided into 
sales of $51.000 (line 4) checks as a 1.2 per cent turn 
for the season, providing, of course, that all figures 
are accomplished. 


and 


average 


The turn described and planned 
calls for the present month’s sales added to those for 
four months ahead to equal the Beginning of Month 
stocks. If a faster turn is desired or felt practical, a 
2.4 per cent turn increased to 3.0 per cent requires a 
stock level of the beginning month plus three months 
ahead. This faster turn means B. O. M. stocks would 
he lower and consequently have to be filled in oftener. 
The turn as previously discussed means, in part, dept) 
of stock and assortment. 

An interesting comparison is to take the stocks o! 
all classifications. add, and then divide the total into 
each individual classification to get its per cent to the 
whole. Repeat this procedure in the same manner wit!) 
the sales results. Now, by listing these percentages 
side by side, the per cent of stock classification A (see 
Sales and Stock Classification Worksheet ) compared 
to percentage of sales classification A will show the 
Watching 
these results will show if the stock is in balance or in 
need of adjustment. 


closeness of their relation to each other. 


A guide to consider in deciding on the amount to 
that 


arch shoes, men’s, etc.) requires a greater supply on 


spend is slower-moving merchandise (staples. 


hand to cover customer needs. On style and fashion 
goods, a faster turnover is indicated and a smaller 


percentage of goods may be purchased for delivery 





OPEN-TO-RECEIVI 
A. B. O. M. stock actual retail valu. 
B. Plus on 
C. Less sales 
D. Subtract fre 


order balances at reta' 
made to date 


th B. O. M 


ci ; 
m tollowing mon 
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by HARRY PIERCE 
Shoe Buyer, T. A. CHAPMAN CO., Milwaukee 


cach month of the buying period. In either event, the 
turnover should be fast enough; but not too fast to 
permit a good basic stock plan and money for open- 
lo-receive goods for special opportunity buys or fast 
fill-ins. The turnover of boots and slippers may be up 
items. will 
that the 


planned turn is for the department as a whole, not the 


io four times in the winter season; other 


move slower. It should be noted again 


the turn of individual classes of merchandise. 


Open-to-buy 

It is good practice in the use of a worksheet to check 
results carefully and often, and to make whatever re- 
visions are necessary. 

The following is a method of determining how much 
open-to-buy will be available. Using the plan and from 
whatever point it is desired to check, the following 
form will reach a corrected open-to-buy. “Corrected” 
used here means using the new sales and stock figures. 
\t the time the open-to-buy is compiled, the remaining 
portions and actual future orders on file, with projected 
actual sales, should be used as outlined below to arrive 
at the open-to-receive in’ the projected period, 

The 


individual month. 


above formula gives open-to-receive for an 


Two months or more may be com 


ICONTINUED ON PAGE 38 | 
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cLass | DATE |EXPECTED|BALANCE |ACTION 

PLACED | DELIVERY| DUE $ | TAKEN 
Vendor’s| | | | 
Name | | 
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July Weather 


July will be hot in many parts of the country. Rain will be above 


normal also in many sections, making this an uncomfortable month. 


outlook for 


uncomfortably 


July 
hot 


conditions for a vast area, ex- 


weather 


HE 


indicates 


tending from New England and east- 
ern Canada to the Texas Panhandle. 
The Northwest and an extremely small 
the Southeast 


cooler than 


area in will average 
slightly Rainfall 
will be above normal in the Ohio River 
Valley. the Southeast 
throughout the West, with the excep- 
tion of The Northeast. 


most of the Central States and Cali- 


usual. 


most of and 


California. 


fornia are expected to average drier 
than normal. The following is a more 
detailed description of expected con- 
ditions for July, by region: 
Area I: Northeast 

Hotter and generally drier than nor- 
mal is forecast for the Northeast. Tem- 
peratures will average two to four 
legrees above normal and rainfall will 
range from 60 per cent of normal in 
New England to 80 per cent of normal 
in the central sections of New York 


and Pennsylvania. In spite of the dry 
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trend, July should be much more un- Lakes-Midwest region, including Ken- 


comfortable than last year. tucky, West Virginia and the south- 
ern parts of Ohio and Indiana, will 
Area II: Great Lakes 


the 


average one or two degrees above 
150 
Michigan, 


Southern sections of Great normal and approximately per 


cent of normal rainfall. 





too 


atcina 


PRECIPITATION 
ESTIMATED PERCENT DEVIATION FROM 
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Wisconsin and other northern sec- 
if tions bordering on the Great Lakes 
will average three to five degrees hot- 
ter than usual. 
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Area III: Southeast 

Rainfall is expected to be relatively 
heavy in most parts of the Southeast. 
This 


cloudiness, 


associated 
tempera- 


with 
prevent 


welt pattern. 
should 
tures from soaring on several after- 
noons and the month, as a whole, will 
average slightly cooler than usual. 
Higher humidities, however, will pro- 
duce more than the usual number of 
uncomfortable days, especially at in- 
land locations. 


Area IV: North Central 


Eastern sections of this expansive 
[ CONTINUED ON PAGE 60] 
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Trade Trends 





How much does shoe business spend for adver- 
tising? How does it stack up against other in- 
dustries or businesses? Figures for 1954, recently 
released by Internal Revenue Service, shows 
percentage of sales invested in advertising by 
67 general industry groups, and 282 different 
product classifications. Shoe industry, by com- 
parison, shows up very well. For example, all 
industry groups combined expended 1.09 per 
cent of their gross sales on advertising. Shoe 
industry spent 1.41 per cent or 33 per cent above 
general industrial average. That would mean 
that on manufacturing sales level ($2 billions), 
shoe industry spends about $28 millions in ad- 
vertising yearly. 


Only about $9 millions of this goes into national 
magazine (consumer) advertising. The remainder 
is spread over many other media: trade, direct 
mail, TV and radio, billboard, and a mixed va- 
riety which includes everything from customer 
entertaining to the Christmas gift case of scotch. 
Nevertheless, out of 190 industrial products 
classifications, shoes rated the 42nd from the 
top in percentage of sales spent for advertising. 
It appears that the oft-made claim that the shoe 
industry is a “poor spender” for advertising is 
without justification. 


How about retail trade advertising .. . and shoe 
business’ rating on the ad spending list? Per- 
centage of ad spending to gross sales amounted 
to an average of 1.52 per cent for all retail trades 
combined. Though retail shoe advertising isn’t 
specifically listed, it runs an estimated 2.5 per 
cent of sales. Thus, shoe business ad spending 
averages two-thirds higher than the average for 
all retail trades combined. On a list of 25 retail 
trades, shoe business ad spending rates 7th. 
Annual retail shoe ad spending is estimated at 
about $100 millions. 
oo 0° 

Over the next five years you can look for sweep- 
ing changes to be made in the appearance and 
physical setup of shoe stores far more so 
than in the past decade. One basic reason: com- 
petition. Another reason: changing concepts in 
shoe merchandising. Shoe chains have taken 
strong advance-guard lead in store modernization 

and with excellent results. Note, for ex- 
ample, that rate of sales growth for shoe chains 
is sharply out-pacing that of average shoe stores. 
One reason: more modernized stores that have 
customer or traffic-attraction appeals. 
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“Average” shoe store, especially in smaller com- 
munities, has been slow to change, particularly 
in physical setup or modernization. But now their 
hand is being forced. No longer are these stores 
isolated. In have come the chains, the shopping 
centers, and more recently the highway shoe 
stores (a rapidly growing type of shoe outlet). 
Newcomers have handsomely fronted stores, well 
lighted, effective displays, etc. Consumers take 
notice . . . “old’’ shoe stores look jaded by com- 
parison. Now the “old” store, to prevent loss of 
business to newcomers, must sharply step up 
modernization pace. No longer a matter of choice 
but of survival ... and law of self-preservation 
is something that makes merchants move. As a 
result, look for strong upbeat in pace of shoe 
store modernization. 


©0000 


Some of you may have noted that the designation 
“chiropodist” has now been officially changed to 
“podiatrist... The 45-year-old National Associa- 
tion of Chiropodists has now become the Amer- 
ican Podiatry Association. A little background 
information on this title shift may be of interest 
to many shoemen (the nation’s 6,000 chiropodists 
see about 10 million patients a year ... and do 
have considerable influence on the types of shoes 
worn by these foot-ailing people). 


For many years a strong minority of these prac- 
titioners have been trying to get the profession 
to give up the term “chiropody.” They claimed 
that the term was associated with the old-time 
“corn-cutter’”—no longer applicable to the mod- 
ern practitioner who is schooled for four to five 
years before getting his state Also, 
chiropodist stems from the root word “chiro,” 
meaning hand—so one who treats the hand and 
foot, the old-time manicurist-pedicurist. So the 
rising demand within the profession for a more 
dignified and appropriate term or title. And 
“podiatrist” won the most favor. 


license. 


“Podiatrist” dates back about 45 years, when the 
First Institute of Podiatry was founded in New 
York. That state was the only one officially using 
the term podiatry. Nevertheless, over the past 
decades many of these practitioners throughout 
the country have used both names, chiropodist 
and podiatrist, just to make sure. And, despite 
adoption of the name podiatrist officially now, 
you can expect “chiropodist” to remain in the 
forefront for many years to come. 








Five Star Shoes pass ev 
top grade craftsmangk 
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Retail Trade 





Boston Sellers Note 
Weather-Volume Tie 

MOS’ Boston shoe retailers are 
giving a lot more thought to the 
weather than to the business reces- 
sion. On those few days just prior 
to mid-May when customers were 
able to get into the shopping sec- 
tions without figating a northeast 
wind and cold rain, sales curves rose 
almost perpendicularly. Dollar vol- 
ume compared favorably with last 
year’s figures. In fact, some stores 
showed gains ranging from five to 
ten per cent. These gains they ex- 
pect to hold, although when weather 
is introduced into the conversation, 
they cross their fingers. 

Most optimistic are those retailers 
who, style-wise, are in the middle of 
the road. Of this group the Solby 
Bayes Company, at 45 Winter Street 
in downtown Boston, is probably the 
most typical. Here it was reported 
that both casuals and types 
have sold well on good shopping 
days. Colors most in demand in the 
former group include beige, gray, 
red, black and multicolors. Bone 
beige, black, blue and red have been 
selling best in dress types. 

Pumps continue to be strongly in 
demand. These carry more orna- 
mentation than in years past. Some 
of the patterns are of the higher 
riding type. Others achieve distine- 
tion through perforations, stitching 
and in other ways. Accessories also 
are selling. Bows in colors contrast- 
ing harmoniously with the color of 
the leather uppers have moved in 
many cases. 


dress 


“One of the reasons why the re- 
tail shoe business is holding up,” 
it was said here, “is the wider va- 
riety of merchandise being offered. 
It seems to us that women are 
champing at the bit. Give them good 
weather and they’ll buy. There’s no 
doubt about that.” 

Another middle-of-the-road retail 
operation is that of the Curtis Enna 
Jettick Shoe Store at 133 Tremont 
Street. This store reported an early 
demand for whites and had _ placed 
re-orders during the second week in 
May. Spectators in black and white 
and blue and white have been selling 
well and 
dressier types in brown nylon mesh, 


as have casuals in beige 
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be- 
this 
been 


and in gray smooth leather. 
tween 75 and 80 per cent of 
store’s spring 
done on pumps. 
Black patent, blue, red and some 
members of the brown family have 
been most in demand at the Temple 
Place store of the Thayer McNeil 
Company. The pump 
be the best selling pattern, one of 
the best sellers being a Cuban heel 
pump for walking. New for this 
store is the pump made over a last 
with modified taper This, it 
was said, has been selling freely. 
“We'd have difficulty selling any- 
thing more pointed,” it was said. 
White shoes have begun to sell at 
the FE. 
West 
comes 
shoes is, of course, expected to in- 


business has 


continues to 


toe. 


W. Burt & Company store on 
Street. As the 
warmer, volume on 


weather be- 


these 


Red and beige 
the 
For spring and 


crease considerably. 


are two good selling colors in 


store’s casual line. 
summer, this 
buying and carrying 
fewer styles and The 
plan is to buy smaller lots and more 
frequently. 


firm concentrated its 
currently is 


more sizes. 


Selling Develops ““Head 


s 


of Steam” in St. Louis 
SHOE selling in St. Louis picked 
up a good “head of steam” in May. 
Although the weather hit peaks and 
valleys from very warm to very cold 
shoes moved steadily. A survey of 
retailer figures finds them running 











THE STORE FOR MEN 
MARSHALL FIELD & COMPANY 


our own Aristos — supple leather, summer conditioned 


Dark ont ' wed $1995. Shoe t 


Flexibility, comfort, and the well turned 
out foot provide the theme for this out- 
standing ad. A Freeman shoe. (6 cols). 


equal to or ahead of May of lasi 
year. 

In women’s dress shoes, special 
reduced prices helped lower spring 
inventories and make way for strict 
ly summer styles going into display 
cabinets now. Savings averaging 
20 per cent lured women customers 
into purchasing that pair of much 
needed black patents postponed dur 
ing April because of the foul weath- 
er. Shoe sales were tied into store- 
wide anniversary sales. 

Response to white shoes was ex 
cellent during May, both downtown 
and in suburban outlets. Customers, 
dealers say, are really enjoying the 
wealth of color available this season 
in footwear. and turquoise 
tones, as well as bright blue and red, 


are chalking up extra sales of both 


Coral 


pumps and casuals for all retailer 
who stocked and promoted them. 

Women’s casuals are active. Straw 
is slated for a very good season in 
St. Louis, with emphasis on white 
and natural color. A straw 
on 8/8 cork wedge, vamp trimmed 
with colorful frou-frou of the same 
material, is listed by sales people a 
number one casual 

Teenage girls are buying both 
white and black tapered toe skim 
mers and T-straps. First choice for 
yraduation is a white closed pump 
on 15/8 heel, quite tapered toe, with 
decoration. A_ too 
girls are 


casual 


simplified bow 


formal graduation shoe, 
its everyday 
wearability later in the 
High school boys are still agreeiny 


not light 


saying, cuts down on 
summe} 
smooth loafers, 
However, dealers here are 


on black 
weights. 
confident that the first fall purchase 
of most high school boys will be 
lighter weight, 
The 


the 


a higher stvled, 


tapered, moc front. tie. hand 


writing is already on wall, re 
tailers 
Men’s business 
antly good. Pliable three-eyelet con 
ties for office 
asin construction, tapered 
with extended oval plug 
for dre 
soled canva 
Mav, but 
the pace reached good volume hy the 
Men’s golf with 
removable calks outsold 
CONTINUED ON FOLLOWING PAGI 


concur. 
in May was plea 


tinental moved well 
wear. Moc 
toe casuals 
and tongue were favored 
up leisure wear 


footwear started slowly in 


Crepe 


third wee hoe 


pairs with 
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cleated rubber soles. May sales of 
this type of sports shoe was reported 
and fair in the 
Dealers believe that unsea- 
March and April weather 
bunched golf shoe sales in the first 
yood playing month, which was May. 


yood downtown 
county. 


onable 


Heavy weight golf footwear is fav- 
ored over lightweight to date, but 
has found excellent re- 
lightweight two-eyelet 
pattern with antique 


one dealer 
ponse to a 
moc front 
finish. 
Men’s 


featured 


almost unanimously 
switch-over win- 
The Hanover 
downtown eye-catching 
dripping from 
point up 


stores 
summer 
dow displays in May. 
store used 
glass 
per 


plastic icicles 


display shelves to 
forated and ventilated pairs. To set 
the 
two feet in diameter spun its coun- 
fer east and west, north and south, 
with the “Best buy 
where and so-0-0 cool too!” 
Children’s dress pairs moved poor- 
May, but 
substantially 


stage, a contemporary compass 


caption any- 


ly during pairage totals 
through 
sales of rubber-soled canvas play 
which outsold elk barefoot 
Youngsters are going into 
skimmer-type playshoes, as against 
oxford type, at younger and younger 
say. A one- 
strap with adjustable buckle closure 
ranked high on the preference list 
for little girls, in and 
coral, as well as in red and blue. 


were 


upped 
shoes, 


sandals. 


dealers canvas 


ages, 


turquoise 


Minneapolis Sales Remain 
On High Plateau 


SALES continued to remain at a 


high level in most stores in the 
greater Minneapolis area. One buyer 
that whole has 
been better here than in many parts 
His statement bears 
the federal 
bank that up to the present time, the 
recession has not been so pronounced 
in the Upper Midwest as in the rest 
of the country. 


said business as a 
of the country. 


out a report by reserve 


Other buyers said 
that their sales had been as good or 
better than a year ago at this time. 

The April and the first 
week of May were cool and women 
numbers. 
continued as No. 1 in 
most fashion operations with fair 
sales of blue calf and red 
There seemed to be more 


end of 


continued to buy spring 
Black patent 


navy 
leathers 


50 


interest in the higher heels such as 
22/8 and 23/8, but the medium 
heights such as 18/8 also moved 
well. Closed heel and closed toe was 
the general trend. 

There has been considerable in- 
terest in T-straps and one buyer 
said that he was reordering them 
heavily for fall. 

When the temperatures 
shoppers flocked to the stores for 
Prints also have been sell- 
ing well. Popular price operations 
have been featuring print shoes with 
Some _ fabric 


soared, 


whites. 


matching handbags. 
shoes in such colors as turquoise and 
orange also have been selling. Move- 
ment of straws was slow. 

Although casuals started to move 
when the hot weather came along, 
some buyers said that they still were 
moving as fast as they would 
like them to. Major color emphasis 
was on whites and few 
straw mules and some thongs also 
were being sold. 

Men’s contrast 
to the women’s, remained rather stag- 
nant until the advent of hot weather. 
During the weather 
were selling mainly basic shoes with 
the greatest interest in tans and 
dark browns. Black rated third. 
The trend toward the light- 
weight types, although interest in 
the Italian styles was not too great. 


not 


beige. A 
business, in 


shoe 


cooler stores 


was 


Casuals started to sell when the 
weather warmed up. There also has 
been considerable activity in the 
sales of golf shoes, one buyer pointed 
out. Rubber sole shoes in natural 
shade leathers also have _ been 
good. Lightweights in silks, meshes 
and combinations of them also have 
begun to move. 


Sun Grows Bigger 
Volume in Los Angeles 


IN Los Angeles two months of 
fine weather through April and May 
has produced momentum in retailing 
in all lines. No, shoe stores aren’t 
enjoying boom times by any means, 
but after last March it seems like it. 
are steady and strong and 
while confined to staples and basics 
there is enough volume to keep the 
bills paid. Retailers on the whole 
have adjusted their inventories to 
be ready-to-buy when the trend of 
taste becomes apparent. 

The demand for simple pumps in 
medium heel heights caught some 
retailers napping. They tie in fash- 
ion-wise with the new “chemise” 
dresses which few of them thought 
would get very far, especially in this 
movie and TV town. The high- 
necked sack dress was an especially 
slow starter. But consistent plug- 
ging and publicity by women’s wear 
houses put it over and now there is 
somewhat of a scramble to stock 

[CONTINUED ON PAGE 53] 
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1. Miller's Color Dazzles! Shoes in a color melted from pale to bright —most g 


and grey-to-black mutations. Unseen, lower heeled apr 


ot pump; and blue, green of violet pump on a small curved heel. Eack 


her. Bow pump in blue, green, magenta, apricot, beige-to-brown 


lea in shoeleat 


29.95. Handbags to match. Stockings 


in outrageously flattering color films—Blueing, Red, Green, Miller Beige. Seamless, demi-toed and lace topped, by the box of three, 4.95. Exclusive 1. Mitler 


A circular design of bow pumps, seeming to revolve eternally, brings to mind 
life's transience but the infinite character of living things. Round about go many 
colors: blue, green, magenta, apricot. |. Miller (7 cols). 
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What attracts a modern shopper ? 








FREE BOOK. For moreinforma 
tion on Pittsburgh Open-Vision 
Store Fronts, send in the coupon 
and we'll be glad to send you 
our new store front booklet 
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Pur Your segT 
STORE FRONT 
FORWARD with proanntn ter 

PITTASURGH FLATE GLAgS 


cOMPany 














Moves SHOPPERS are automatically attracted to smart, inviting, up- 
to-date stores That's why sO many businessmen are modernizing with 
fresh, eye-appealing Pittsburgh Open-Vision Store Fronts. 

Mer« hants throughout the country have reported increases as high as 
70¢~ in traftic, sales and profits following a thorough modernization 
with Pittsburgh Store Fronts. The open-vision design provides real 
“attraction power” by giving people a ¢ lear view of the sales Hoor from 
the street. Once they see the merchandise, their interest and curlosity 
will bring them inside to become paying customers 

It will profit you to learn about the wide variety of Pittsburgh Store 
Front Products. There’s Pittsburgh Polished Plate Glass and Twinpow 
Insulating Glass Units for the open-vision front, supported by Prrrco 
Store Front Metal. Tusevire” and Hercuirre” Doors, Pittsburgh Door 
Frame Assemblies and Prrrcomatic” Automatic Door Openers can be 


used to complete your new or remodeled store front 


Pittsburgh Plate Glass Company 
Room 8238, 632 Fort Duquesne Bivd 
Pittsburgh 22, Pennsylvania 


Please send me a free copy of your booklet 
‘Put Your Best Store Front Forward 


Name 


Address 


SYMBOL OF SERVICE FOR SEVENTY-FIVE YEARS 


PITTSBURGH PLATE GLtass COMPAR? 


IN CANADA: CANADIAN PITTSBURGH INOUSTRIES LIMITEO 
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dramatic character for handsome new shoes 


For dramatic new shoe styles, dramatic dress. New Galaxy Calf steals any show 
with the mystery of black...the soft, rich glow of a superior tannage...the subtle 
texture only fine tanning can provide. Sell this better leather to men of all ages— 


and watch your shoe sales rise. / A. F.Gallun & Sons Corp., Tanners, Milwaukee, Wis. 


FOR 100 YEARS. A MOST TRUSTED NAME 1 





[cy NW) @ Mer a 
highly-refined texture 
for high-fashion shoes 


GALLUN 


LEATHERS 
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STAMOARDS OF EXCELLENCE 
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shoes to go with it. 

An interesting sidelight is that 
the chemise, the trapeze, and the 
balloon look have made every dress 
in the closet obsolete, with a neces- 
sity for re-outfitting completely. 
This is just what the introduction 
of the needle toe did in the 
world. 

Closed pumps or T-straps in sim- 
ple stylings are outselling every- 
thing else. Medium height heels 
are the strongest, always in slim 
taper styles. All toes are pointed 
or tapered, and the “cut-off” look is 
not yet appearing out here. As for 
materials, public taste is still hold- 
ing strong to leathers with small 
black bows. Printed fabrics and 
silk shoes have not shown nearly the 
sales impetus expected of them. 

Accessories are showing increas- 
ing importance in the gross sales 
picture. Such items as colored ho- 
siery, matching or contrasting with 
the chemise, have sold in volume. 
The shorter hemline demands run- 
ner-free hose and its prominence in- 
sists that the color be right. It’s 
added a lot of sales for shoe stores 
wise enough to realize there is real 
money in extras. 


shoe 


Summer Selling Without 
Sun Found in Chicago 
SUMMER shoe selling is gradual- 
ly taking over in the Chicago area. 
Although sunshine has been spo- 
radic, business shows more stability. 


Sales have shown a general increase 


even though they were slow over the 
earlier part of the year. The first 
six months are expected to end up 
slightly ahead of a year ago. 

There’s more confidence in 
cago retail shoe quarters now than 
there had been earlier in the year. 
Soft goods have held up reasonably 
well in this area and shoes are doing 
better than much of retail business. 
There is, however, a strengthening 
in lower price merchandise. Budget 


Chi- 
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grading policy of the past 18 months 
has either reached its peak, or may 
now be reversed. 

Women’s shoes $16.95 and above 
are still holding their own, but show 
no growth, is the report. The $12.95 
and $14.95 is the strongest category 
and does show some increases. The 
same pattern for men. In 
children’s departments, the $5 re- 
tailer continues’ to great 
strength and there have been some 
shortages in style selections. 

Whites have been somewhat better 
than expected, but still are not the 
favorite they were a few years back. 
The pinks blues 
especially, in sandals are staging a 
comeback. Spectators are only 
moderately active, although there is 
some interest in the other-than- 
classic versions such as black and 
white, mesh, and those with calf 
and patent trims. 

Black mesh _ is and will 
probably accelerate this month, there 
is good acceptance of prints, and 
vinyls hold up. Lots of 
especially in moderate 
gories are being promoted and are 
selling. So wedgies in soft 
leathers and light and bright colors. 
Pumps still strongest, but 
preference is switching to very low 


follows 


show 


pastels, and 


active 
straws, 
price cate- 
are 


are 


cut versions, T-straps, and slings. 

Mother’s Day slipper promotions 
brought in some added sales. Reptile 
promotions in high color are always 
well received in this area and have 
well into this 
selling season. 


continued summer 


Slow Recovery Seen in 

Recession-Hit Detroit 
REPORTS on retail sales for the 
past month reflect the 18 per cent 
unemploment figure in the Detroit 
Many shoe deal- 
ers report sales down as much as 15 


metropolitan area. 
to 20 per cent from a year ago. 

However, a ray of hope is seen in 
the gradual up-swing of sales from 
week to The fine spring 
weather—unusually warm, with lit- 
has spurred sales. 


week. 


tle rain 

One retailer reports that his sales 
of baby shoes are at least equal to, if 
last But this 
finds sales of men’s 


not ahead of, year. 


same retailer 
shoes off—except Ripple soles! 
The big teen-age 
departments is the demand for white 
tennis shoes. It has been estimated 
that at cent of 
school girls wear them, and the de- 
mand is growing in the younger age 
| CONTINUED ON PAGE 65] 
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One from a colle 


Bron Sp, aN 


fexclusive French 


\, 


hite or black j 


um heel / 
at $36.95 Y, 
7 
a 
“ 


departments, moderate price sec- ‘s , FORE CEE ONT 
tions, and the lower end volume 
outlets all report slight increases. 
The consumer definitely is interested 
in price categories running a dollar 
or two less than he has supported 
during the past several years. Re- 
tailers are not ready to say the 
public is downgrading on a large 
scale. But most admit that the up- 


red, blue or yellow roses ona 


background high or me 


\ \ 
SSN 


~— 


ech BERGDORF 
GCODMAN’ 
The grace and beauty of flowers deftly transferred to the foot provide an aura 


of gentleness and femininity. The Delman shown is available in red, blue, or 
yellow roses on white or black. Bergdorf Goodman, New York (6 cols). 
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Work Shoes 
Gift Theme Hikes Work Shoe Sales 


A little over a year ago Joseph Jamiel, owner of the 
Warren Shoe Store, Warren, R. [., started to promote work 
shoes as gift items. 

By the end of one year, this gift theme increased his 
work shoe business an overall 20 per cent, brought in 
many new customers, and graded up the line. 

“T got the idea,” says Mr. Jamiel, “because I found so 
many people looking for useful and practical gifts for 
their men folks. From many conversations I found that 
women want to buy gifts that their fathers, husbands, and 
brothers will really use and appreciate. I figured that 
people buy slippers for gifts and that work shoes would 
be just as good a gift item. 

“It is a type of business that is untouched by the dis- 





count houses and mill outlets because generally they do 
not offer the four necessary factors. When people buy 
work shoes for gifts, they want the better quality mer- 
chandise; they want clean, unscratched, and attractive 
shoes; they want a nearby store where the shoes may be 
exchanged quickly, in case the style and size is not satis- 
factory; and they want gift wrapping service. 

“Most of these gifts are bought by women. We find 
that most of the women know the size of shoe because they 
copy it from shoes the man has at home. We determine 
the type of work the man does, and recommend the most 
suitable shoe. The women generally take our advice, and 
it works out very well. 

“All shoes are sold with the promise that they may be 
exchanged if they are not exactly what the man wants. 
Our exchanges run about three per cent, and most of these 
are for a different size. 

“One important effect of this gift theme is that we are 
selling more higher priced work shoes. Whereas our work 
shoes range in price from $4.95-$12.95, our gift sales start 
at $6.95, with the $7.95 producing the largest dollar vol- 
ume. 

“These better quality gift shoes give men a chance to 
enjoy the comfort and better wearing qualities of the 
higher priced footwear. Many of these men have bought 
the higher priced shoe when they returned to buy for 
themselves.” 

Gift promotions are centered 
men’s gift days—Christmas and Father’s Day. 
event, Mr. Jamiel uses one ad in the local weekly news- 
paper plus a large section of the men’s window highlighted 


around the two major 
For each 


with a good-sized poster. On specific days, work shoes are 
offered at a 10 per cent reduction. 

In addition to the two major promotions, Mr. Jamiel 
and his staff suggest work shoes for birthday gifts and 
other gift days throughout the year. 
says Mr. Jamiel, 
on trading up my work shoes by showing the next higher 


“In everyday selling,” “T concentrate 
priced shoe and comparing specific factors. 

“Another effective way of trading up is the method of 
handling complaints. If a man complains that his shoes 
are not comfortable, or that they have not given satisfac- 
tory service, | show the next higher priced shoe, explain- 
ing the difference in quality. Then I offer to give the man 
full credit for his previous purchase toward the more ex- 
pensive shoes. The customer is getting a good bargain, and 
he takes the better merchandise. 

“For my part I am willing to give the customer that offer 
because I am so sure that once he wears and enjoys the 
comfort and longer wearing qualities, he will return to buy 
the higher priced shoes. And that is just what happens in 
the majority of the instances.” 


54 


In general, work shoes are a major part of this store’s 
annual dollar volume. Over the past 12 years they have 
been built up to the point where they now produce 40 
per cent of the store’s total dollar volume. This represents 
a large annual volume because the store is a complete 
high-volume family shoe store. 

This record has been accomplished in a town having five 
other stores selling work shoes, and having a population 
of 8,500 persons plus a trading area of about 25.000 more 
people. 

Work shoes are sold for about every type of worker, 
including farmers, factory personnel, outdoor workers, and 
service attendants. 

Work shoes are purchased mainly from one large and 
well known manufacturer who offers good service on all 
price categories, and who is good on adjusting. com- 
plaints. Jamiel carries 13 styles in widths ranging from 
D to EEE. 

Instead of being relegated to the back of the store, Mr. 
Jamiel locates his work shoes at the very front of the 
sales floor. The section has six chairs, directly in back of 
which are 20 feet of floor cases devoted entirely to work 
shoes. 

In front of the chairs, along a wall ledge. is a year 
round display of eight feet of work shoes. Numbers are 
so rotated that all styles are featured several times during 
the year. 

These shoes also are shown the year round in one sec- 
tion of the men’s window. This display consists of a peg- 
board fastened against the outside wall; this location meets 
the sidewalk traffic face on. The pegboard is covered with 
appropriately colored paper as a way of giving the window 
a seasonal tie-in. 

Every display pair of work shoes carries a price tag, 
with the price written in numerals large enough to be 
read easily at a distance. Mr. Jamiel finds this very im- 
portant because men often will not ask the price. 

As to work shoes in general, Mr. Jamiel finds two defi- 
nite trends in consumer buying: 1) more men are buying 
work shoes rather than wearing their second dress shoes; 
and 2) men are asking for more style and greater attrac- 


liveness. 


Teen-Age Charge Accounts 
TWIN FALLS. IDA.—The Hudson shoe store here is 


building extra business from the teen-age crowd by offering 
teen-agers their own charge accounts. 

The plan is called “Hudson’s Teens’ $1 a week shoe 
hank.” and it works without the necessity of the teen-age 
customer getting consent for the charge account from his 
or her parents. 

All teen-age accounts are limited to $12 at one time. 
and payments, with no carrying charges, are slated at 31 
each week. 

Under the plan, parents assume no obligation. 

Multiple sales are available under the plan. and the 
much as the young customer 


goes beyond the $12 


account can be used as 


providing the total never 


wants 
limit. 
A spokesman for the store—Jay Dockstader, manager 
said the plan has been an “overwhelming success,” and 
has done much to divert much of the teen-age shoe business 


in the Twin Falls area to the store. 


In order to travel about safely in glacial districts and 
where the snow has a thick, hard crust in the extremely 
northern parts of China, Mongolia and Russia, the natives 
drive sharp headed nails into the bottom of their heavy 
leather boots. These prongs are sometimes of an immense 


size. 
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Manutacturing - Markets 





Los Angeles 


Los ANGELES shoe manufacturers realize that com- 
plaining about the recession isn’t going to help much. 

They prefer to get to work and do something about it. 
Typical of this feeling is the complete sell-out of exhibit 
space for the Fall Market Week showing at the Alexandria, 
due to open about a week after this is written. Advance 
registration is higher than it has ever been for a West 
Coast show. 

The big feature in men, women, and children’s casual 
shoes is the Ripple sole. A big success from its first in- 
troduction some time ago, it seems to have penetrated 
into every line in at least a model or two. Buyers are de- 
manding it. Strangest thing is that it seems to have made 
the least penetration in work shoes, where it was thought 
to be a natural. Quite a few patterns feature it, of course, 
but it is still in the minority which is hard to understand. 

Manufacturers find the present trend for simple, un- 
cluttered patterns in women’s shoes a cause for concern. 
Tied in with the chemise look which demands simple styl- 
ing, they fear that the lady may very well find one or two 
pair of dress pumps all she needs for the summer season. 
Casuals are another matter, of course, but being a short 
mark-up item there are few who can generate much e¢n- 
thusiasm for them as a financial salvation. 

High hopes had been held for the fabric pump in its 
prints, water marked silk. natural 
linen; but these seem to have been over-emphasized. The 


various ramifications; 
ladies still seem to be looking for basic shoes in leathers. 
Larger mark-up and profit margin on the fabric footwear 
had been thought by many to be a salvation in these days 
of slim pickins’, but apparently the volume isn’t there. 

However, the production pace is only a few per cent 
below this time a year ago and in many local factories 
they are working full blast. An over-all average might 
be 10 per cent or less below last May’s output. 


St. Louis 


Now that shoe shows all around the country are past 
history, St. Louis manufacturers are making up their pro- 
duction schedules on fall shoes. 

Transitional types, calling for July and August delivery. 
will go through first. Initial orders for these. written at 
the shows, will get added volume as salesmen from many 
houses come in from their first road trips. Orders for 
basics in the back-to-school field are already on the books 
in volume sufficient to maintain steady production for a 
long time ahead. 

Reorders on white are holding up well, with the retail 
pace on summer shoes reported as good to excellent from 
many parts of the country. 

At the shoe shows, many retailers bought “about the 
same as usual,” manufacturers say. However. producers 
add that many buyers held back a little more of their 
budget than they did at this time last year. These smaller 
initial commitments will enable dealers to keep their cash 
at a higher level for extra flexibility. They can then take 
advantage more readily of the whims of customer demands 
next fall, sources say. 

Fashion trends for fall are shaping up beautifully and 
strongly. Pointed toes are outrunning tapered toes by a 
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wide margin. Where a retailer ordered 80 per cent 
tapered and 20 per cent pointed last fall and spring. he 
is now altering that ratio to read 80 per cent extremely 
pointed and 20 per cent tapered. The demand for A 
cent’s new “Trapeze” last, for example, has shot to mete 
oric heights. 

Response to all facets of fashion stimulation has been 
good, producers say. These facets include extended soles. 
especially on 12/8 to 15/8 types; the 
lowered heels, needle thin but “such a happy height” for 
walk in; and the new look of 
ties in place of bows for vamp decoration, with the ties 
becoming a part of the shoe design in place of an added 
attraction. Also unlined flexibility, with the light feather- 


spectator new 


so many women to really 


weight feel gaining in acceptance as each day passes: 
straps, since they combine the desired feminine look of 
a pump with the 
welcome: 


stay-on-your-foot qualities careerists 
and color, which shows some signs of coming 


to life as a selling point this fall. 


New England 


PRACTICALLY all segments of the New England shoe 
industry 
weeks. 
make 
have been. 


have received sizeable orders in the last. two 


These added to those on hand, have served to 


many manufacturers more comfortable than they 


Principal beneficiaries of the current buying movement 


are the manufacturers of women’s style and = casual 
shoes designed to retail for from $6 to $10. men’s shoes 
in about the same price range, and men’s work shoes 
Some of these orders have been fill-ins: other, about hal! 
it is estimated, call for later delivery. 

Optimistic reports are also being received from sales 
They that 
sales are holding up well in all but a few parts of th 
They are book 


business as 


men now in their territories. indicate retail 


country and that retail inventories are low. 
ing not only fall late 
well. 


business but summer 


If the Bureau of the Census is to be believed. the first 


three months of this year were not nearly so quiet in the 
manufacturing branch of the industry as has been gen 
The that New England 
shoe production during that period was 54,197,000 pairs 
and one-half per cent than the 


1957 figures were 53.447.000. 


New York 


Most of the New York shoe manufacturers will clos 
for the general two week vacation period at the end «of 
week f 
concentrated production to meet the scheduled delivery 
February 
call fon 


erally believed. Bureau reports 


about one grealet ime 


per iod in 1957. 


this month. That gives them only about fou 


dates for the majority of orders placed back in 
March. For the 


transition 


and most part, these orders 


shoes and first fall styles. 

had 
Phiey 
ere looking forward to the next season with some measure 
fact’ that 
retailers placed fairly substantial 


they 


more cutting ahead. still they are not pessimists 


Although manufacturers would feel better if 


of confidence, largely due to the during the 


shows, orde! 


feel 


recent 


They too that any improvement in the general eco 
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STRETCH YOUR PROFITS WITH 


STRETCH NYLON 
FOOT SOX 


B-75-—Stretch Nylon 
foot sock. Run resist 
seamless, foam rubber non-slip 
heel, fits all sizes from 812 to 11. 
Neutral shade. Shipped 3 doz. units 
in self-sell display $3.75 per dozen. 49¢ retail. 
B-70 Same as B-75, without heel pad, 
$3.75 per dozen, 49¢ retail. 


FOAM RUBBER HEEL 


Sell Trimfit Seamless Stretchable FOOT SOX! Set this self-sell display next 
to your register and watch the extra sales it rings up! The perfect impulse item, 
Stretch Nylon Foot Sox fit all sizes, bring in extra profits with minimum of 
extra overhead, effort and selling space. 


COTTON FOOT 30% FOR IMMEDIATE DELIVERY 
Sie Ba fin combed gg FILL OUT THIS BLANK! 


cotton, neutral shade 


sizes 8 11, packed ] doz , TRIMFIT = 


in self-sell display 
$1.80 per dozen EMPIRE STATE BUILDING — NEW YORK lI, N. Y. 








thy 7S o- % VA VA 
\LL NYLON FOOT SOX STYLES 9-11 | 8%|9}9% |10|10% }11] Total 
retail 389c per pair g B70 Foot Sock 


Style B-16, run resist with B75 Foot Sock 
new foam rubber non-slip 
heel, square toe. Neutral B20 Foot Sock 
shade, sizes 81!2-11, packed B16 Foot Sock 
1 doz. in self-sell display 4 _ 

$2.90 per dozen 









































Store 





BEAUTIFUL DISPLAY FREE! 
This handsome oak grain Address 
veneer display FREE with 

initial order of 15 doz. or > ee City 
more styles B-75, B-70, 

B-20, and B-16 
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Manufacturing + Markets 





[CONTINUED FROM PAGE 55] 
nomic picture will immediately be reflected in soft goods 
generally and in shoes particularly. 

Makers of children’s shoes indicate that their bookings 
fer back-to-school and fall shoes have been quite satis- 
factory. The emphasis in these lines seems to be on the 
narrower, tapered look. Important style features in these 
shoes are the combined T and swivel strap, the T-strap, 
brushed suede or nylon velvet bubble saddle oxfords, 
ribbed soling, Shu-Lok and hook and lace fastenings. 

At any rate, New York shoe manufacturers are sticking 
to their last. They are busy and feel reassured that busi- 
ness will be good. Salesmen on the road are sending 
back some satisfactory orders for fill-ins as well as pre- 
liminary orders for the new season’s first shoes. 


Milwaukee 


Most Milwaukee shoe manufacturers feel confident that 
an upturn in business should be evident by this coming 
fall. “We’re hurting, but not as bad as a lot of people 
make it sound,” according to one industry veteran. 

Shoe plant executives here feel that the area’s produc- 
tion has not dipped as low as the national average. 

Men’s shoe producers are averaging four-day work 
weeks. Fall samples have not made the rounds long 
enough to accurately gauge their acceptance to date, 
although early indications are that sales prospects for the 
months ahead are not all bleak. 

“We're going through an adjustment and shakedown 
period which should result in healthier dealerships,” 
according to the sales manager of one of the major Mil- 
waukee footwear producers. “Business during the past 
month has revealed a better tone than it has for some 
time.” 

Salesmen showing ladies’ and men’s lines 
spotty conditions at recently held regional shoe shows. 
Dealers, they said, were shopping, sampling and surveying, 
to see what was available, rather than placing full orders 
at these shows. Orders written for fall delivery were light, 
particularly in the men’s lines. 

Several work shoe manufacturers report racking up 
gratifying successes in creating and developing new mar- 
kets and merchandising approaches. Sales of work shoes 
have perked up nicely in the past month, in the face of 
industrial cutbacks all over the nation. 

Children’s shoe output continues to be the bright spot 
here, running counter to the downward trend in other 
lines. Producers of children’s footwear are working at 
capacity levels. Shipments of basic, staple children’s 
numbers are comparable to last year’s totals. Plants are 
busy producing their new lines for June and July ship- 
ments. Several of the recent regional shows were said by 
children’s shoe manufacturers to have resulted in the best 
volume of orders written in several seasons. 

Dealer ordering generally, however, is 
cautious, with close attention to inventory needs. 
is definitely a tendency among dealers today to work on 
shorter inventories and to lean on the in-stock manufac- 
turers for quick shipments when they need merchandise,” 
according to one children’s shoe plant executive. “The 
result is,” he added, “that a manufacturer today has to be 
a good crystal-gazer.” 

Brushed leather is finding increasing favor with children’s 
shoe buyers. Blacks continue strong for boy’s shoes, along 
with a heavy demand for brushed leather and dirty bucks. 


reported 


described as 
“There 
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Chicago 


EarLy fall buying trends have fallen into their seasonal 
pattern. They have been established at the major shows 
in New York and St. Louis and regional shows throughout 
this area. Businessmen are more optimistic than a few 
months ago. Inventories are in good shape and advance 
orders show near-normal strength. Shoes, generally, have 
held up better than much retail business. 

Commitments are running about the same for lower 
price volume houses that are holding to established price 
levels. There is some shifting within these brackets, 
however. This means greater emphasis on shoes a dollar 
or two lower than the top price ranges for recent years. 

Department stores and family shoe stores, show a definite 
tendency to grade down. Buyers are more cognizant of 
shoes in lower price areas and are buying heavier in budget 
departments than other categories. which have 
featured $18 retail men’s shoes are shifting to $15.95, are 
building up the $10.95 to $14.95 group in strength, and 
buying heavily in casuals under $10. There has been some- 
what of a scramble for merchandise in the women’s $12.95 
to $14.95 field. There’s a heavy demand for $5 children’s 
shoes. Top price women’s salons also are feeling price 
resistance. Some stores which have carried nothing under 
$19.95 in novelty shoes, have added lines retailing at 
$16.95. 

Back-to-school merchandise has had the biggest buying 
push, with orders by volume purchasers and department 
stores pretty well wrapped up. This is done in anticipation 
that everyone will be playing their commitments very 
close this season. Therefore, if some item develops fast, 
there is likely to be a scramble for merchandise. 

Deliveries in this category are “musts” for July or early 
August. Preference has broken well away from the tradi- 
tional saddles and loafers which once constituted 85 pei 
cent of this buying. Bubble and gum drop styies have 
eaten into them, with the bicycle bal coming up fast. 
Dirty buck with ribbed crepe soles is important, and the 
desert or ankle high unlined boots are a late comer, but 
show strength. 


Stores 


A good percentage of buying of dress shoes for August 
and September has also been completed. Pumps remain 
the much favored silhouette, although more open back 
closed toe shoes have been ordered than in several seasons. 
The continuing tapered toes are in the more needle-like 
shapes for high style and even a few of the more con- 
servative outlets. 
currently at retail and are expected to continue into fall. 


These are helping to promote sales 





In the late 1600s buckles for shoes were so essential 
that in many countries the trade of manufacturing them 
was carried on in the public streets. Any man who was 
in need of a new pair could stop, select his pattern, watch 
the process of casting them, and march off, within ten or 
fifteen minutes, with his finished shoe ornaments. These 
were produced from a compound metal known as tutaunia, 
and were called the “close plate” buckle. 


Dutch children who wear traditional wooden shoes o1 
“abots” have more than a single use for them. Fleets 
of these queer wooden shoes may be seen every day sailing 
on the ponds and sluggish canals of Holland, picturesquely 
fitted with masts and sails, to resemble sailing boats. Little 
girls often fit their shoes with rockers to make ideal 
cradles for their dolls. 





Children’s Feet 
Never Hurt 

| CONTINUED FROM PAGE 43 | 
not one of these youngsters could 
say that his feet hurt. And yet we 
spend our good money on advertis- 
ing that tells parents that our well- 
fitted shoes are comfortable on little 
feet. Shoes that make bunions are 
equally comfortable. 

We will be more truthful as well 
as more prosperous and the feet of 
the children will be far more health- 
fully shod if we can convince par- 
ents that they cannot expect chil- 
dren to complain when their shoes 
are outgrown. 

When I took charge of the chil- 
dren’s shoe department at the Hig- 
bee Co., Cleveland in 1948, the first 
ad that I presented to the copy writ- 
ers was entitled “WHY HIGBEE’S 
FIT CHILDREN’S SHOES SO 
CAREFULLY.” Under that head- 
ing was the credit to Hygeia, Copy- 
right the American Medical 
ciation, for this quotation: 

“When authorities agree, as 
they do, that ill-fitting shoes cause 
foot trouble it would seem that 
the prevention of that defect 
should be very simple and inexpen- 

It would be if children would 
complain when their shoes are too 
short but they don’t complain be- 
cause their feet don’t hurt.” 

The body of the ad _ showed 
sketches of shoefitters measuring 
children’s feet and checking the fit 
of shoes. 

My home was thirty miles from 
Cleveland and I didn’t hear many 
comments but my merchandise man 
told me that I had “hit the jackpot 
Management wanted the 
ad run in the other two dailies and 
in the Catholic Universe Bulletin. 

Two days after I joined Higbee’s 
offered a job that I had 
wanted for years. I accepted it with 
the provision that I could remain at 
Higbee’s through the fall season, so 
I was able to see the effects of im- 
pressing upon parents the fact that 
children’s feet have such a high pain 
threshhold that they cannot be relied 
upon to judge whether or not shoes 
fit. In seven months after I joined 
Higbee’s the department advanced 
to fourth place among the 23 stores 
in the Merchandising 
Corporation group. 

Now I am in my own store spe- 
children’s 


ASsso- 


Sive. 


upstairs.” 


I was 


Associated 


cializing in shoes and I 
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never miss an opportunity to dem- 
onstrate to parents that it is danger- 
ous to accept a child’s opinion of the 
fit of a shoe. I put a different style 
in the same size on each foot and 
send the child to the mirror. When 
| ask which is more comfortable 
they don’t hesitate to point to the 
one that they like. Sometimes they 
cross me up and point to a box that 
has not been opened yet! Parents 
know that we are not serious when 
we ask a child how shoes fit and for 
that reason they watch for our 
three-month reminder cards and they 
come in even though the shoes seem 
ample and the child has not com- 
plained. 

It will be a Herculean task to edu- 
cate the public to the fact that chil- 
dren’s shoes do not have to hurt to 
be harmful but it can be done. The 
Tuberculosis Associations are win- 
ning a long battle to convince people 
that they should not wait until they 
suffer chest pains before having an 
X-ray. The Cancer Society constant- 
ly reminds us that if we wait until 
it hurts, we may be too late. 

In World War I, foot defects were 
the chief cause of rejection for mili- 
tary service. In World War II they 
had to take boys with “rocker bot- 
toms” to replace healthy footed 
Wacs and Waves for active duty. 
Our nation is getting ready to shoot 
a man to the moon and seven out of 
every ten can’t walk comfortably on 
earth. Isn’t it time we present our 
case? 


How to Make 
a Budget Plan 


[CONTINUED FROM PAGE 45} 


piled in the same manner by using 


advance orders placed on line B, 
anticipated sales on line C. 

This outline applied to our work- 
sheet will show us how to arrive at 
the retail purchase for August as 
follows: Line 4 on worksheet, $7,500 
planned sales, subtracted from line 
A in the open-to-buy form, which is 
line 8 on the worksheet, or $44,900. 
Subtraction leaves $37,400. This 
again is subtracted from September 
B. O. M. $43,500, leaving $6,100 
planned retail purchase necessary to 
arrive at September planned B. O. M. 

Let us assume that at about the 
20th of August our stock figures 
uppear to be coming in at $43,800 
instead of $44,900; also, assume that 
projected sales appear to be result- 


ing at $7,000 instead of $7,500 and 
with $1,100 stock still due for this 
month. Take stock as computed, 
$43,800, less estimated sales, $7,000, 
plus on-order in sight, $1,100, and 
the result is ending stock of $37,900. 
Subtract this from next month’s 
opening stock, $43,500 and it shows 
open-to-buy of $5,600 against the 
original plan of $6,100. This means 
there is $500 less to spend than 
originally thought. This is now the 
plan in action and shows that a 
cushion is necessary to keep in a 
flexible open-to-buy condition. 

Next month’s open-to-buy is ar- 
rived at by taking B. O. M. stock, 
September, $43,500, less sales $9,700, 
equals $33,800. Subtract this from 
B. O. M., October, $39,800, means 
that $6,000 must be brought in to 
arrive at this B. O. M. stock plan. 

Let us reiterate that it is usually 
unnecessary or unwise to completely 
spend all the money a plan shows 
open. It would be better all around 
to use 80 per cent of the maximum 
allowable than to run dry and not 
have adequate open-to-receive when 
needed. 

Each month’s planned retail pur- 
chases should be computed and en- 
tered. Each month’s actual B. O. M. 
stocks placed on the space left blank 
for that purpose on line 9 on work- 
sheet. 

The retail purchases, line 11, can 
be transferred to cost for practical 
purposes if desired by taking the 
complement of the markup per cent 
at retail. For instance, if the mark- 
up is 40 per cent the complement is 
60 per cent. This multiplied by the 
retail dollars in a given month is 
the purchase money available at 
cost. Thus, August $6,100 multi- 
plied by .60 equals $3,600 cost to 
spend. 


Markdowns 
A part of shoe business and one a 
retailer should devote a great deal 
of thought to is markdowns. How 
much to take, when, age of mer- 
chandise, season letter, etc. Again 
it is possible to check a survey made 
of the shoe business to find what 
per cent of markdowns on the aver- 
age is generally taken in fashion 
footwear departments, staple mer- 
chandise divisions, children’s foot- 
wear, and others. While some do not 
advocate placing markdowns on a 
[CONTINUED ON PAGE 63] 
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Profile: Dave Dulberg 


[CONTINUED FROM PAGE 34] 


—New York City and Saks Fifth 
Avenue. 

We say “native heath” because 
Dave was born and educated in New 
York City. He recalls his early days 
in shoes, when he worked for Alfred 
Kohn in his shop on Fifth Avenue. 
Here they catered to the carriage 
trade; and doubtless, it is here that 
Dave Dulberg got his feeling for 
quality. Arthur Bender bought this 
shop. He also opened up out-of- 
town shops, which Dave managed. 
That was just prior to the crash in 
1929. Dave cherishes the friendship 
with Arthur Bender and all the 
others he has made over the years. 
As he says: “More than half my life 
has been spent in shoes and I’ve got- 
ten very close to both retailers and 
manufacturers.” 

Having briefly sketched his shoe 
background . . . we’re back to the 
present and Dave’s shoe buying ac- 
tivities at S.F.A. He indicates: “We 
are in a very unique position. Ac- 
tually, we control a complete factory 
and every pair of shoes they produce 
—500 to 700 pairs daily goes to 
S.F.A. This represents half of our 
stock. The other 50 per cent, made 
to our particular specifications and 
detailing, are bought from the high- 
est grade manufacturers.” 

All the styles emanate from Dave 
Dulberg’s office, sample room and 
workshop. It is a fascinating place 
... filled with open display cases of 
shoes and design inspirations, bolts 
of fabrics that originate the world 
over; fabulous ribbons, decorative 
trims, designs ... principally from 
Italy and France. 

Constantly looking for new things 
and new ideas, Dave goes abroad 
once or twice a year. He doesn’t 
“anvass the whole European market 
but does have exclusive arrange- 
ments with some of the top special- 
ists over there. If he is buying 
shoes, he only buys from the top 
makers. He is not interested in 
bringing shoes over here and putting 
them into the American market to 
compete with our own industry. He 
believes that in our American mar- 
ket we can do just about everything 
they can do over there from the 
standpoint of quality, workmanship 
and fit. What we can’t do is the hand 
sewing and detailing, simply be- 
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cause 


of the labor situation over 


here. 

Experimentation is always going 
on. Trying and testing out new lasts 
constantly—with an eye to improv- 
ing the quality and fit of the Fenton 
shoes. Price never enters into the 
calculations. As Dave says: “I think 
the only reason for our existence in 
this end of the business is the fact 
that we do stress quality and work- 
manship above everything. We try 
to give the woman who buys a pair 
of shoes here the finest pair avail- 
able. We are never in a hurry to 
do anything. A great deal of work 
and development are put into an 
idea. We never try to be ‘first’ with 
anything unless we can do it right. 
Softness, flexibility and fit have been 
features of S.F.A. shoes for several 
years now achieved through 
soft uppers, long, low counters and 
proper heel heights.” 

The entire Saks Fifth Avenue 
shoe operation and handbag coordi- 
nation originates at New York. 
The lines are selected here and the 
managers brought on from every 
one of the stores for pre-season 
meetings and buying against these 
lines depending on the size of 
their stores, their ability to con- 
sume, their needs and their budgets. 
Selections and prices are uniform 
from coast to coast. 

“We have never tried to 
one-man shoe business,” 


run a 
says Dave. 
“Our business can only be as strong 
as the understanding, 
cooperation that exist with the 
people we work with and for. A 
business of this magnitude depends 
upon the cohesion 
efiort of all.” 

Dave visits the twice a 
year and frequently puts on show- 
ings of the line. “This gives us an 
opportunity,” he says, “to get first- 
hand information and reaction di- 
rect from the customers as to their 
needs and desires.” 

He will be the first to tell 
“Shoe business doesn’t 
thing. It has been a part of my life 
for well over thirty years and it has 
There is 


feeling and 


concerted 


and 


stores 


you: 


owe me a 


always been a Challenge. 


so much you c&éiu do. Shoes, today, 
cannot complacently be taken for 
granted. It’s a matter of getting out 
and constantly improve 
the product. There’s the challenge.” 


trying to 


Sales Training 
and Competition 
[CONTINUED FROM PAGE 39] 


survey was made some time ago and 
it was found that the following 
traits were common among the most 
successful shoe salesmen: 

1. They had an above normal un- 
derstanding and knowledge of their 
product. They could answer any and 
all questions about the shoe they 
were selling, whether it referred to 
the raw materials that went into 
making the shoe, the construction or 
fit. Their manner was always posi- 
tive. The “I don’t know” or “I'll 
have to ask the manager” attitude 
was absent. 

2. They had a good knowledge of 
the foot and requirements of a suit- 
able type of shoe for proper fit. 

3. They were anxious to help the 
customer with any problem that pre- 
sented itself and demonstrated a 
great deal of interest in attempting 
to solve these problems. 

4. They handled the 
they were showing with a care and 
appreciation. The were not 
just thrown at the customer. After 
all, the customer will only have the 
same amount of respect for the mer- 
chandise as the salesman has. Be- 
sides, the shoes usually represent a 
sizable investment on the part of 
management and if the salesman has 
the for the store’s 
money for own, you 
may be sure he will show respect for 
the shoes. If he does show the 
proper appreciation, the customer 
will have more respect for the shoe 


shoes that 


shoes 


same respect 


as he has his 


also and the final sale will be easier 
to close. 
5. They were friendly and co 
operative, yet not overfamiliar with 
their customers. Interest 
shown in a customer in a friendly 
way that Over 
friendliness often causes suspicion. 


can be 


creates confidence. 

6. They did not use excessive pres 
sure in making the customer buy. 
The into 
taking 
quested or 


customer was not forced 


what was not wanted, re 


suitable. Consequently, 
the confidence of the customer was 
acquired and became an unshakable 
asset. 

7. They 
when a sale was not 
the 


losers” 


Instead, 


were not “poor 


made. 
thanked and _ in- 


customer was 


CONTINUED ON PAGE 65 
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SPECIAL 


TEL 16) \0en he) 34 é., 


OFFER! 


A complete in-store 
shoe tree package 
(retail value $93.95) 
set up for sales and 
backed up with 

a hard hitting 

five point 
merchandising 


PACK FLAT 
TREES 


The leading 
profit-builder 

... strong treeing 
ack oan action quickly and 
. FOR correctly reshapes the 
ONE LOW shoe .. . restores the natural 
COST fit and smart styling. Demonstrate 
the Pack Flat during every fitting — 

$49.95 they practically sell themselves. 
Lustrous natural wood finish with polished, 
nickel-plated hardware. 


The purpose behind this special offer is to get you to 
run a trial — to take on Miller shoe trees and prove to 
yourself that extra, in-store profits build up fast when. 
you STOCK — SHOW — and SELL Miller trees. 

We ship direct to you 36 pairs of Pack Flat Trees... 
the nation’s top “‘Seller.’’ These trees are made up ina 
complete range of the fastest moving men’s sizes. Then, 
to help you sell, we include in our special offer five 
proven in-store merchanaising aids . . . aids that help 
you build profits fast. 


Private Branding: Counter or " 
Your store name or Window 


trademark “private 
branded” on every 
tree (up to 12 letters). 


Display: Easy to 
set up Philip- 
pine mahogany 
unit that packs 
a lot of sell. 
Blends with any 
store or window 
decor. 





HERE'S WHAT 


Pe on Proper Shoe 
are”: In-store give- pair of trees attractivel 
away folders (1000 im- , , tagged with Miller's 
printed with your : ; , full guarantee of 
store name) one of r\ i eo quality workman- 
the most successful ship. A proven 
sales aids in the sales builder. 
history of shoe 
tree selling 5 Promotional Mats: Hard hitting 

small space spots for inclusion in 

your newspaper advertising. Helps 

identify store as fitter of fine 

shoes. 


Guarantee Tags: Every 


O. A. MILLER CO. 


Gentlemen: Please ship immediately your Special In- 
troductory Shoe Tree Offer complete with five in-store 
merchandising aids . . . all for the one low cost of 
$49.95 net. 


O. A. MILLER COMPANY, Plymouth, New Hampshire 
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PLYMOUTH, N. H. 





Editorial Outlook 


(CONTINUED FROM PAGE 19) 


Low end shoes must not be confused with popular price 
shoes no matter how or where they are sold. “Popular 
price shoes” are shoes which are sold at prices most 
consumers can afford and are willing to pay. Their price 
must include the cost of some basic elements of fitting 
service. For the present, at least, the consumer is dem- 
onstrating a willingness to pay a fair price for shoes and 
for the fitting service which insures their fullest satisfaction. 

It would be a tragic error if, in an attempt to “rev-up” 
time per-transaction, chain stores destroyed that appreci- 
ation and confidence. 


Ivy League Classics 
(CONTINUED FROM PAGE 37) 


saddles and moccasins. And you must have some pretty 
flats and little heels for campus wear, since students, al- 
lowed cars sooner on campus, do not need to walk so much 
as in the exclusively women’s colleges. And for dates 
she will want higher heels as a part of her less conserva- 
tive way of dressing. 

Girls going to both kinds of campuses—women’s col- 
leges and big co-educational universities—will be coming 
to your store to do their back-to-college shopping. You 
must be ready to show them the kinds of shoes the girls 
will wear on these different campuses. Most of them have 
been learning what they should wear to look right when 
they arrive at college for the first time. Show them that 
you, too, know the right answers and have the right styles. 


July Weather 


(CONTINUED FROM PAGE 46 ) 


region, including Minnesota, Iowa and Missouri, will be 
three to five degrees hotter than usual. Montana, Wyom- 
ing and Colorado should average closer to normal. Rainfall 
will be less than usual in most parts of Iowa, Missouri, 
Kansas and Nebraska. In contrast, Minnesota is expected 
to average much wetter than normal. 


Area V: South Central 


Oklahoma and northern Texas will be even hotter than 
usual this July while other sections of this region will 
average close to normal. Louisiana, southern Arkansas and 
the Texas Panhandle will be relatively wet, averaging 
125-150 per cent of normal rainfall. However, extremely 
dry conditions are forecast in southern Texas—south of 
Del Rio and San Antonio. 


Area VI: Northwest 

Monthly rainfall is expected to average more than 125 
per cent of normal over a wide area in the Northwest and 
British Columbia. However, it is important to remember 
that July is normally very dry and few locations will 
accumulate as much as 1.5 inches of rain all month. Tem- 
peratures will average two to three degrees below normal— 
similar to last year. 


Area VII: Southwest 


Most of California will be even drier than usual this 
July. Few locations are expected to record more than a 
tiace of rain. Other sections of the Southwest, especially 
the mountainous areas of Arizona and New Mexico, will 
be wetter than normal due to heavy thundershower activity. 
Temperatures will average close to normal throughout the 
region. 
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Three Windows 





This display of all the ministers in the Litchfield, Ill., area 
produced the greatest amount of interest Harold Simpson 
of Simpson Shoes had ever seen. It also produced the 
greatest amount of free publicity. Mr. Simpson said the 
month in which this display was in the window exceeded 
all previous stores sales records. Shortly after the display 


was placed in the window the local radio station called | 


and held a "phone-to-air" interview about it. The news- 


paper had a write-up and the radio station interviewed | 


people who stopped to view it. 


This is the second of a series of displays in which ali 


the doctors, dentists, optometrists, chiropractors, and | 


veterinarians were featured. This did not receive the 
wide publicity that the ministerial display did but was an 
effective "stopper." 


Here all the display windows were covered with newspa- 

pers; holes were cut to allow the showing of shoes with 

each box lighted for night effectiveness. The whole was 

headlined "Jonuary Shoe Clearance Makes Newspaper 
Headlines." 
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YOU 
CAN TELL 
A BETTER 
WORKSHOE 
BY ITS 
VULCORK SOLE 


W. L. DOUGLAS 
SHOE CO. 
459131 


© Plain toe blucher 





in soft Brown eik 
@ One piece 
moulded back 


@ Vul-Cork 


sole 














...80 light, so flexible, so resilient, 
you can roll them up... 
right in the palm of your hand. 


VUL-CORK SOLE DIVISION 
CAMBRIDGE RUBBER CO 
TANEYTOWN, MARYLAND 








The Designer 


HERE aren't skeletons in 
Johnny Walsh’s closet but 
there are plenty in his sketch- 


any 


book! 


And many of these aren’t hid- 
.. they’re in current lines manu- 
factured by the Hamilton Shoe Com- 
pany, the firm he serves as vice-presi- 
dent in charge of styling. 

“Skeleton” is a term originated by 
this top St. Louis designer to desig- 
nate shoes with an opened-up feeling. 
These, he believes, are extremely im- 
for fall 
“Something New” 
still dominated — by 


And, because this designer feels that 


portant creating the 
for an era that is 
largely pumps. 
the pointed toe is still one of the most 
attractive trends in many shoe seasons, 
the “skeleton” treatment is applied to 
every part of the shoe BUT the toe... 
it remains closed and pointed. 

It ranges in its extreme from a 
skeleton quarter 
(sketch No. 1) to a sandalized pump 


(sketch No. 3). 


tion we see a regent pump treatment 


mere of a_ shoe 


In the first illustra- 


of alligator and calf applied to an 
ankle strap shoe with the merest shelf 
for a side and heel outline. As a sec- 
ond illustration, the heel shelf boasts 
a frivilous cutout. And finally, satin 
strippings give a skeleton effect not 
only to the quarter but to the vamp. 

According to Johnny Walsh, “skele- 
ton” treatments are HOT . . . his long 
favored term for a shoe that is salable 
And in over 40 
years in the industry, Mr. Walsh has 


created many “hot” shoes from bub- 


as well as exciting. 


ble saddles to high-fashion pumps. . . 
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gaining for himself a reputation as 
one of the most creative designers in 
the business. 

Because Mr. Walsh is as much con- 
cerned with construction and fit as he 
is with design, many of his “fashion 
firsts’ have been in the construction 


field 


a sliplasted construction, a spe- 


JOHNNY WALSH 


cial “play” arch for casuals, and a 
non-slipping sling back. 


But Walsh, the 


Irishman, is content to rest on 


Johnny plucky 
not 
past laurels. An advocate of the ex- 
pression, “What have you done late- 
ly?” he continues to explore one idea 
and then another . . . in a single day 
producing as many as 25 shoes, on 
another concentrating all his efforts 
on one. Whatever the pace, his en- 
thusiasm remains at a constant high 
pitch, 

Strange as it may seem, when one 


affilia- 


tions, Johnny Walsh’s business ad- 


considers his many company 


dress is as it was in the beginning ... 
21st and Lucas Streets. He was onl: 
12 when he got his first job as a scrap 
boy for McElroy Sloan Shoe Com- 
pany. And that firm occupied the 
building that now houses Hamilton 
Shoe Co. Promoted to apprentice cut- 
ter for McElroy Sloan, he began a 
succession of jobs with shoe firms 
in/out of business— 


that are now 


Church, Samuels, Dunbar Pattern Co.. 
etc. In 1928 he was made stylist at 
Milius Shoe Co. and in 1938, with 
C. D. P. Hamilton III and Al Scheu, 
he formed the firm of Hamilton, Scheu 
& Walsh, known for their Penaljo 
shoes. 


When he Mr. 


Walsh formed San Loo, Inc., and then 


sold his interest, 
two years later Camille Designs, Inc.. 
named for his beloved wife, Camille. 
Originally set up to manufacture cas- 
uals, the firm moved into the high- 


field. Mr. Walsh 


president of Camille Designs until last 


fashion was vice- 
October when he rejoined Hamilton 
Shoe Company. 

To Johnny Walsh, the shoe busi- 
ness is “life.” And this life has been 
shared over the years by his wife, 
Camille. She assumed major business 
responsibilities in the firms of San 
Loo and Camille Designs. 

Today they share another interest 

. a love of rural life. Their home 
is on a mountain top . . . surrounded 
by 30 acres of wooded land. Located 
at Imperial, Mo., Mr. Walsh drives 
50 miles, round-trip, to work. They 
call 


Walsh admits, “all we grow are dogs.” 


it a “farm” but, Johnny 


Correction 

DUE TO a typographical error in 
the article, “Men’s Fall and Winter 
Shoe Styles,’”’ which appeared in the 
RECORDER for May 15, the text on 
page 55 reads: “Narrow and more 
subtly tapered lasts are reffected in 
neat fluid lines. Cotton stitching 
details have unprecedented impor- 
tance and the square toe arrives as 
a formidable promotional feature.” 
It should have read: “Narrow and 
more subtly tapered lasts are re- 
flected in neat fluid lines. Custom 
stitching details have unprecedented 
importance and the square toe ar- 
rives as a formidable promotional 
feature.” 
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Kentucky Store Remodels 
[CONTINUED FROM PAGE 42] 


work is natural finished matched 
gum. 

There are shadow boxes in yellow 
with indirect lighting and there are 
four full length four by eight foot 
mirrors with indirect spot lights. 

The men’s department is directly 
to the right on entering the store and 
the cash register, wrapping counter 
and display case are on the left. The 
women’s department extends down 
the center as far as the children’s de- 
partment, which is in the rear. 

The children’s department is sepa- 
rated from the rest of the store by 
half shelving about 3% feet high. 
Wrought iron grill work painted 
Wedgwood blue extends to the ceiling 
from the top of the half shelving, 
which is used for shoe display. 

The color scheme in the children’s 
department is pink and blue. There 
are two fitting couches, one deco- 
rated with little chickens and the 
other with rabbits. 

The office is located on a balcony 
just above the children’s department. 
The front of this office is completely 
glass, giving vision out over the 
men’s and women’s departments. A 
carpeted stairway with a Wedgwood 
blue wrought iron railing leads from 
the children’s department to the 
office. 

The ceiling throughout is white 
acoustic. The entire store is air con- 
ditioned. 

Carl B. Vaughn is owner and man- 
ager of the store. 


How to Make 
a Budget Plan 


[CONTINUED FROM PAGE 58] 
merchandise plan, nevertheless, it is 
inevitably there and necessary to 
formulate if a budget is to work. 

A word of caution: never let the 
figure of markdown dollars influ- 
ence you to use the entire amount 
estimated if it is at all possible to 
save any part for profitable results. 
Markdowns, if large, reduce a stock 
in retail] dollar value, and while 
pairs are sold, comparatively less 
retail is actually accomplished. It 
should be remembered that replace- 
ment merchandise should be on- 
order, on the way, for the mark- 
downs will surely increase the pace 
of movement of merchandise. 

The “when” of markdowns is dif- 
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ficult to apply a rule of thumb to, 
but as heretofore mentioned, July 
and January are generally clean-up 
months. Others are special event 
weeks, community days, perhaps 
mid-season sales such as October 
fashion clearances and after Easter 
sales. Many merchants and most 
department stores date stamp mer- 
chandise when received in stock so 
that at any time the factor of aging 
may be considered. This, of course, 
should not deter any alert retailer 
from taking markdowns on relative- 





YOU'VE 
MADE A 
FRIEND... 





to perfect fitting Alden-Pedic shoes. 





ST. LOUIS—There are 21 
different sandals and T straps 
in the present Heydays line. 

ADV. 











ly new goods indicated by this dat- 
ing since early markdowns taken in 
season will nearly always reduce the 
goods to its desirable minimum. 
Your total six months’ volume and 
total anticipated markdown dollars 
[CONTINUED ON FOLLOWING PAGE 
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THE KEY TO FOOT-BALANCE “ 


IN STOCK 
No. 90 Brown 
Nylon Mesh 


No. 91 Black 
Nylon Mesh 


when you fit a foot sufferer 


You have 


also made a repeat customer who will send 


you other customers, too. 





Learn all about our 


exclusive Foot-Balance’ program today. 


Cc. H. ALDEN SHOE COMPANY 


74 ~p 
Cuslom BSoakiunlons Tea 1884 
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compared to each other indicate a 
true percentage of the season’s re- 
sults. As you go along through the 
season, some months’ planning will 
necessitate a great deal larger per- 
centage of markdowns than the sea- 
son’s total but should and must level 
out on the six months’ basis to the 
budget planned percentage. Needed 
to watch are the sales results, and 
should they vary we must also vary 
the planned markdown dollars that 
original estimates were made to 
take. 


Classification 

It is, of course, necessary to 
achieve maximum markup with least 
price resistance to sales. Commodi- 
ties purchased at one cost need not 
necessarily be retailed at the same 
price across the board but should be 
retailed according to customer de- 
sirability. In any market, it seems 
to the writer that there is a type or 
price line that has better than aver- 
age selling possibilities. These items 
should be carried in depth and the 
sales-life expectancy by weeks and 
months should be closely tabulated 
so as to insure every possible sale. 

When the plan is completed as 
far as practical, it then is necessary 
to break the monthly and 
stocks into individual classification. 
A busy retailer may prepare two or 
more months in advance (see work- 
sheet) and continue to add planned 
and planned stock classifica- 
tion wise as time permits. If this 
procedure is followed, it may be that 
a revision will be felt to be needed 
in the total sales and stocks. There- 
fore, revised figures may be entered 
on this breakdown. 

Classifications may be compiled 
on the basis or price range, brand, 
or groupings of a definite type such 
as sports, evening shoes, pumps, 
straps, etc. A plan may be prepared 
on a worksheet to show the indi- 
vidual allotments for each class as 
shown, coded. The 
totals should be either plan or actual 
as the case may be—projected fig- 
ures may and should be used to re- 
flect the resulting trend. 


sales 


sales 


abbreviated or 


Explaining Unit Sales 
In practice, classification indicates 
either price lines or type of mer- 
chandise. Within this grouping, but 
not always in fashion merchandise, 
there are solid never-out or re-order 


64 


items. To arrive at which are the 
best items, it is considered impor- 
tant by most retailers to keep one 
type or another of a simply done 
unit control. 

The basic procedure is that each 
sales check should indicate the kind 
of merchandise sold, and at the end 
of each day or week, the slips are 
sorted into as many divisions as the 
retailer would like information on. 

It is most important to keep total 
pairs sold by manufacturer. As 
stated, you may then break up the 
styles into separate stock numbers. 
These may pe simply kept as ox- 
fords, or style number, all colors 
combined. The reading or interpre- 
tation gotten from tabulating shows 
how many of an individual pattern 
are selling. 

If then there is more time, a unit 
control may be extended to separate 
the quantities color-wise and then 
combine these results with other 
classes so as to determine, for ex- 
ample, how many black suedes, black 
calf, ete., sold for each month of 
the season. This then can also be 
broken into heel heights, of which 
there are now many types. 

All these things begin with the 
notation on the sales slip of what 
was sold. Department stores usually 
apply most of this information to a 
perforated, tear-off type ticket with 
ditto information on each stub. The 
value of a unit control system can 
not be underestimated since to know 
in detail what is moving and how 
fast is the very core of the business. 
From this condensed explanation of 
units as such, some go even further 
and enter sizes on order, sizes sold, 
keeping a perpetual inventory. This 
obviously requires additional help 
and is generally not warranted un- 
less business is above certain levels 
of volume. 


Mathematies 

Add each day, then each week, 
the dollar value of the units sold. 
Add them again into month’s volume 
and enter on the worksheet as soon 
as possible. As merchandise arrives, 
list it by pairs and dollars in a book. 
allowing two or three pages for en- 
tries. Make it on an accumulative 
basis, continually adding each re- 
ceival to the last. Keep each column 
separate. A loose leaf binder with 
columnar paper is ideal for this 
purpose. Now you have your total 


sales dollars and your total received 
dollars. A starting inventory (phys- 
ical) has been established. Now, it 
is needed only to have the balances 
of on-order available. 


Keep an On-order 


If you have kept a record form as 
detailed so far, this is the suggested 
way to keep an on-order record. An 
order is on file for $2,000 grand total 
retail. Merchandise arrives on an 
invoice detailing 25 pair at $12 or 
$300 and 30 pair at $12 or $360. 
This totals 55 pair or $660. Show 
these figures on the order blank 
either in an upper corner, on the 
reverse side, or on a listing paper 
attached securely to the order blank. 
At the end of each month, go 
through each order and list the bal- 
ances due by vendors. This informa- 
tion is then available to check the 
open-to-buy when required. 

Make a separate sheet for each 
type or classification. Use total dol- 
lar balance by each classification to 
help figure open-to-buy. 


Purehases Retail 


It may be questioned why all the 
reports herein mentioned are at re- 
tail. But since retail inventory is 
generally accepted nationwide, it 
needs no particular explanation. 
However, one good reason is that it 
is easy to compute since there are 
generally somewhat more constant 
retail than cost figures. Many stores 
and large concerns use cost in figur- 
ing open-to-buy, since this permits a 
slightly greater unit purchase. In 
many instances various retail fig- 
ures may be placed on goods even 
though the cost is the same on all 
units. It is certainly considered good 
merchandising to place an acceptable 
retail price on goods regardless of 
cost. 


Use the Chart 


Make the plan flexible. Change 
your figures if they look as if they 
are materializing differently when 
you are directly in the season. Make 
the purchases lower and if necessary 
lower the sales total should it ap- 
pear likely that it is not possible to 
reach the original planned figures. 
Sometimes a retailer or buyer will 
combine months, as August and 
September, and bring in the open- 
to-receive as one month. Other re- 
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tailers of staple goods may bring in 
three or four months’ supply (note, 
on staple goods only). Also, bear in 
mind again that 80 per cent is about 
all any optimism should allow for 
purchase of each month’s total. 
Bring in more goods as_ needed. 
Somewhat less must be brought in 
on fashion goods, which should be 
bought more often. 


More on Markdowns 


Keep track of markdowns, enter- 
ing on the record the total amount 
by resource. Add them together to 
get a monthly grand total. Some 
merchandisers like to keep the mark- 
down record right on the merchan- 
dise plan. Others feel that a planned 
markdown showing the amount in 
dollars probably encourages the use 
of the amount shown. It is agreed 
that it does take strong will power 
to be judicious. However, some rec- 
ord must be kept and the one de- 
scribed above will suffice. Last year 
or coming season may then be com- 
pared to estimate what is likely to 
be the amount used this season. 

To check your markdown ratio to 
sales at retail, take total business 
to date and markdown dollars, di- 
vide and the results is the per- 
centage to date. Now it may not be 
readily apparent, but the markdown 
dollar percentage is a season total. 
The amount taken one month may 
be high but next month low and 
thus the total anticipated volume 
and the total anticipated markdown 
dollars must always be forecast to 
and from whatever period the fig- 
ures have arrived at. 

In any event, total markdowns 
should not exceed reasonable close- 
ness to a planned estimated per- 
centage which is deemed correct for 
the business in question. This should 
be checked at least monthly and 
each time a markdown is planned, 
be certain that it will be within the 
budget. 


Evaluate Results 


Of course, it is obvious that the 
figures discussed are important to 
record as soon as is humanly pos- 
sible. When this is done, an adjust- 
ment may be desired for either one 
or two months in advance as far as 
stock, sales, or purchases are con- 
cerned. Too, it is advisable to keep 
a diary of events written more or 
less telegraphically concerning ads 
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run, results, improvements, and sug- 
gestions for next year, styles that 
have moved well or not well. Weath- 
er, sports events, civic and com- 
munity affairs; in fact, the diary 
should reflect everything that might 
possibly affect business either ad- 
versely or well. The worksheet plus 
a diary coupled with horse sense is 
the crux of the whole retail opera- 
tion. Seek out obvious errors, note 
corrections desired, trust to luck, 
and best of wishes to you. End 


Sales Training 


and Competition 
[CONTINUED FROM PAGE 59] 

vited to try again when she might 
be suited. Customers then feel that 
they are free to shop certain stores 
and will not be insulted if they do 
not make a purchase. They prefer 
to shop where they have this free- 
dom without the forced obligation to 
buy. Sooner or later these people 
can become good customers. 

8. They were not necessarily “ex- 
tremely attractive” but their appear- 
ance and manners were good. 

9. They had a 
humor. 

10. They demonstrated a sense of 
loyalty and made it a point to notify 
the customer of the advantages of 
shopping in their stores. 

11. Their attitude to fellow work- 
ers was commendable. They man- 
aged to get along with fellow work- 
ers and were extremely cooperative 
in helping associates with their cus- 
tomers, when that help was re- 
quested. 

12. They demonstrated excellent 
selling techniques, always remem- 
bering that if they are not success- 
ful in making a sale themselves, it 
might well be made by someone else 
in the department. 

An effective selling technique can 


good sense of 


be used here whereby this customer 


is turned over to another salesperson, 
who may make the sale without too 
much effort. In these cases the cus- 
tomer must never realize that she is 
being “turned over” or “T.O.’d.” 
This operation requires extreme 
care, cooperation and finesse. 

The qualities of successful sales- 
people can be reflected in the con- 
stant growth of shoe stores and shoe 
departments of all sizes. Shops that 
can boast a well-trained, efficient 
sales personnel do not have to fear 


the shopping center or discount 


house. They rest on a foundation 
that can absorb the shock of any 
competition. 


Review of the 


Retail Trade 
[CONTINUED FROM PAGE 53 | 


groups. More mothers are asking 
for whites for the little folks, al- 
though they will settle for blue or 
red if white is not available in the 
correct size. But a high school girl 
“wouldn’t be caught dead” in any- 
thing but white. 

The majority of store promotions 
on women’s lines are featuring 
summer white, white with color ac- 
cent, and straws. The white dress 
shoes are being shown, and selling 
best, in tapered-toe pump 
patterns, trim or 
bows. 

Straw flatties and wedgies, in 
both casual and dressy styles, are 
seen everywhere and meeting with 
customer Himelhoch’s is 
promoting through window display 
and newspaper advertising a straw- 
cloth, tapered-toe pump, strewn with 
colorful daisies and available on high 
or mid heel. 

A casual much favored by 
women for wear (and for 
work) is a soft 2-eyelet tie on thin 
compostion with spring heel. 
This shoe sells best in gray, second 


closed, 


with decorative 


approval. 


shoe 


street 
sole 


best in beige. 

The leading styles in men’s dress 
patterns that combine 
shantung or straw-cloth vamp plugs 
with smooth leathers. And the men 
are buying ripple-soled styles and 
canvas footwear for casual wear. 


shoes are 


Baker Reporting 


from Washington 
[CONTINUED FROM PAGE 28 | 

agree with a union to refuse to han- 
dle any goods designated as “hot 
cargo” by a union. Here, too, the 
ICC held that no common carrier 
may bargain away his obligation to 
serve the public. 
What’s in a Shoe 
and How to Sell It 

THE CONTINUATION of the 
article, “What’s in a Shoe and How 
to Sell It,” by William A. 
which was scheduled for this 
of the RECORDER, will appear in the 
next issue, that of June 15. 


Rossi, 


issue 





‘FIELD TRIAL 


walk away with the sales honors! 


They're NATIONALLY ADVERTISED 
NATIONALLY PROMOTED 


4 
the sun the 
Perlative 


Bass “Field Trial’ Boots 
are nationally advertised 
in 
FIELD & STREAM and SPORTS AFIELD 
featured boots are... 


“Field Trial’? Oxford with White 
Jumbo Rib Cush-N-Crepe Sole. 
2401 5” “Field Trial’? Boot with White 

Jumbo Rib Cush-N-Crepe Sole. 
2642 7” “Field Trial’? Boot with Brown 
Hack RIPPLE® Sole. 


2536 


Sales Come Naturally 
When You Carry 


L - 


The Sportsman’s Choice Since 1876 
G.H. BASS & CO., Dept. BS-6, Wilton, Maine, 614 Marbridge Bldg.,N.Y.C.1,N.Y. 
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Letters... 


Earlier Show Dates Despite Easter? 


When will we quit kidding ourselves about Easter 
(a floating date from year to year, as much as three 
weeks earlier some years than the following year) 
being a seasonal opening for fashion? 

If there is an Easter shoe, what happens to it 
the day after Easter Sunday, and until Easter the 
following year? 

Every salesman has just finished a shoe show— 
either national or regional or both. 


1. How much did it cost him in money for the 
show? How much did he sell at the show, more or 
less than a year ago? This refers to regular lines— 
not jobbers. The shows are wonderful for them for 
reason “B” below. 

2. How many retailers refuse to buy until “after 
the show’? How many said, “I’ll see you at the 
show?” and how many that said this actually went 
to the show? How many that said, “I’ll see you at 
the show,” refused to buy when there, saying, “I'll 
see you back at the store.” 

The “good will’ facet of shows has a value all 
right; so does a toothpick. But is it better accom- 
plished here than it would be in the store, with the 
salesman doing his job completely? Is this amount 
of “good will’ worth the money spent; the week’s 
time given to show; the loss of sales the month 
“waiting for the show’; the time the retailer spends 
working with the same salesman three times per 
season? 

For factory lines to come out later, would make 
the condition seriously worse. It would improve 
nothing. 

Late show dates delay adoption of “stock” patterns. 
This is one of the prime reasons for back orders 
during the selling season. 

Whenever we want to increase sales in the shoe 
industry at all levels, reduce markdowns and increase 
profits on what we do sell, it will be easy: 


A. Accept Easter as a religious holiday, and do not 
permit it to affect buying and selling shoes, no mat- 
ter what day of what month it falls on. 


B. Advance the fall show dates (all of them) tc 
as near April 1 as possible, and the spring show 
dates as near October 1 as possible. To not do so 
is to delay the whole shoe function by 30 days, which 
not only costs this amount of sales but influences 
the two “sale” dates each year—prohibiting normal 
sales during the proper season. 

Of course this is one man’s opinion. Based both 
on experience and a matter of simple economics 
since the present system is not working, then a new 
one is needed. If someone has a better suggestion 
than A and B above, as a starter, then let him step 
forward. 

JAMES S. LEGG, VICE PRESIDENT 
HEYDAYS SHOES, INC. 
ST. LOUIS, MO. 
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National Shoe Chain Group 
Re-elects Blackie and Others 


NEW YORK — Directors of the 
National Association of Shoe Chain 
Stores, which represents 7500 store 
operators, have re-elected William 
M. Blackie as president. He is ex- 
ecutive vice-president of the Gen- 
eral Shoe Corporation, Nashville, 
Tenn. 

Also re-elected were: Simon Edi- 
son, executive vice-president of Edi- 
son Brothers Stores, Inc., St. Louis, 
first vice-president; Alfred L. 
Morse, president of Morse Shoe 
Stores, Boston, second vice-presi- 
dent, and Milton Simon, president 
of I. Simon Company, Inc., New 
York, treasurer. Edward Atkins 
won re-election executive vice- 
president and Benjamin Seligman 
remained general counsel. 


as 


as 


Elected directors for a three-year 
term were: Lawrence Merle, Endi- 
cott Johnson Corporation: 
Fried, National Shoes, Inc.; Morton 
B. Weiss, Triangle Shoe Company; 
James F. Whitehead, Jr., Regal Shoe 
Manufacturing Company, and Law- 
rence Schoen, Wise Shoe Stores, 
Inc. 


Louis 


Shoe News 





Retailers’ Outlook Bright at Atlanta 


Fall Show Draws Record Attendance as Business Improves 
After Rugged Winter; 400 Exhibitors Note Cautious Buying 


ATLANTA, GA.—Attendance at 
the Southeastern Fall Show, spon- 
sored here recently by the South- 
eastern Shoe Travelers, broke all 
records. Most of the exhibitors 
reported good business with a lot 
of future orders expected as the 
result of the event. 

Perhaps most important of all, 
however, was a feeling of optimism 
among the retailers who came into 
Atlanta. The arrival of some de- 
cent shopping weather had cheered 
them plenty. The past winter was 
one of the worst in 25 years in the 
South, and people in this area do 
not like to get out of doors when 
the weather is cold. 

A few days before the show 
opened, the sun came out. When 
buyers checked in they were feel- 
ing as though the corner had been 
turned. 

Most of exhibitors re- 


the 400 





Back-to-School Prospect: 


Teen Girls to Spend 


NEW YORK—July and August 
will be bonanza months for retailers 
who woo the teen trade. 

Girls headed back to high school 
and off to college will spend more 
than $75 million on new shoes in the 
two-month period, according to a 
forecast by Seventeen magazine. On 
the of a recently published 
reader survey, the magazine pre- 
dicts a nationwide sale of close to 
10 million pairs. 

Seventeen’s 


basis 


reveals that 
high school girls and college fresh- 
men rang up a national sales total 
of $78,415,123 last July and August: 
$68,885,787 for high schoolers and 
$9,529,336 for the college ‘“frosh.”’ 
These’ girls—3,900,000 in all 
purchased 9,680,000 pairs of shoes, 
ranging from dressy flats, saddles 
and moccasins to heeled daytime, 
dressy and evening shoes, in the 60- 
interval. The group spent an 
additional $5,212,002 on slippers and 
rain and storm boots. 
According to the 


study 


day 


magazine, an 
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$75 Million on Shoes 


analysis of last year’s figures pro- 
vides a guide to the tastes, pocket- 
books and buying habits of ‘Miss 
Young America’s.” 

Among high school girls, for in- 
stance, flat shoes are the favorites 
Over half bought dressy flats; close 
to half bought 
one-third 
wardrobes. 


saddles, and almost 
added moccasins to their 
Those buying averaged 
about one pair per girl and spent 
about $7 on them. Here’s the 
prices they paid break down: dressy 
flats 
saddles—$7.39 per pair; and moc 
$6.88 per pair. 

When it comes to heeled shoes, 


how 
an average of $6.84 per pair; 


casins 
the 
high school girls average $9 to $11 a 
pair. One out of five girls bought a 
heeled shoe for daytime wear; three 
out of ten bought dressy heels and 
15 per with 
heels. 


cent, evening shoes 
For daytime heels, the girls 
buying averaged $9.37 a pair; for 
dressy heels, $10.25 a pair, and for 
evening heels, $10.83 a pair. 

[CONTINUED ON PAGE 82] 


ported cautious buying and a lot 
of looking. As put it, “They 
came to Atlanta to have a good time; 
they’re having it. They look at shoes, 
go home and do some thinking be- 
fore placing orders.”’ Another added, 
“They’re going to wait until we come 
to see them before ordering.” 

A number of houses, however, re 
ported better sales than at the No 
vember show. 

In the South again it looks like 
blacks and browns for the cominy 
season, judging by buying. Black: 
in suedes and calf. Pumps again 
will tops. One operator of a 
large chain frankly admitted he ex 
pects the brown family to be more 
important than a year ago. Textiles 
were reported rather slow. Deldi 
suedes look like the best bet for the 
high fashion trade, some said. 

The 
that points are again going to have 
much that 
some of the small-town stores over 


one 


be 


consensus of opinion was 


a good season so so 
stocked with broad toes are trying 
to them 


sible while they can. 


as fast 
The 
existed that this was an important 
A small merchant 
broad 


move out as pos 


feeliny 


factor in buying. 
overstocked with toes natu 
rally is reluctant to buy heavily i: 
points. 

Without exception each travele 
the last 


six weeks better than at any othe 


reported his business in 


time during the year. Many were 
anxious to get back on the road to 
take advantage of the buying mood 

There some feeling at the 
showing that the New York Popu 
Show had 
some of the people who usually at 
the Atlanta event. The date 


were simultaneous. 


Was 
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April Retail Sales Top March 

WASHINGTON April 
sales, adjusted for seasonal factors, 
March 
April, 
the Commerce Department 


retail 


level 
1957, 
reported 
Thi 


upturn since last De 


were 2 per cent above 


but 0.4 per cent below 


preliminary 
first 


after a survey. 
was the 


cember. 





Shoe News 





Speculative Buying Drops at Seattle Fair 


SEATTLE—A change in buying 
trends was apparent at the Fall Shoe 
Fair held here by the Pacific North- 
west Shoe Travelers, May 11-13. 

Primarily, less speculative buying 
was encountered, with well estab- 
lished lines coming to the fore. The 
pointed toe was gaining, but estab- 
lished patterns were suggested and 
bought with thoughts of reorders— 
in preference over “fads.” 

Formerly both men’s and women’s 
lines were in the same buildings, but 
this year women’s lines were at the 
Olympic Hotel and men’s and chil- 
dren’s at the New Washington. 

Travelers reported greater num- 
bers of “lookers’ 
on Monday but with orders lining 
up fairly well on Tuesday, the last 
day. 

Increased of the 
pointed, narrower toes was reported, 
with greatest enthusiasm registered 
for the new lighter weight shoes in 
men’s, women’s and children’s. Even 
the “heavy” shoes for college boys 
were going lighter weight. 

In men’s shoes, the stitch-and-turn 
made gains with most of the orders 
coming with the entire shoe made 
of the same finish leather. For the 
first time, cement construction was 
being accepted in men’s footwear in 
the Pacific Northwest. Boys’ novelty 
locks continued in fair demand as 
did the double white stitched welt 
extending into the heel. 


and less business 


acceptance 


Lighter Weight Soles 

Men’s_ buyers accepting a 
moderate pointed toe but not the 
squared toe. The lighter weight sole 
was the most definite change. 

The same was true in the women’s 
picture. Almost every order included 
at least one pattern of the new, flex- 
ible Italian-influence shoe, with the 
soft ties in teen and college wear 
reflecting the same influence. 

Demand for lower heels was noted, 
with flats still listed “dressy” for 
teens. The narrow pointed heel in 
low heights was slated for collegiate 
and career girls, but most of the 
dressy shoes were 18/8’s and lower 
with a good amount of 24/8’s. 

The summer “fabric” demand car- 
ried over in monotone prints with 
brown calf making some showing, 


were 
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but with “the first six colors,” as one 
traveler put it, “black.” 

Another traveler reported that as 
for pointed toes, the smaller the 
store, the more rounded the toes 
in demand. Also, open toes were 
still in demand for merchants out- 
side the metropolitan area. 


Reptiles Draw Again 

T-straps were doing fairly well 
and the reptiles, always good in this 
area, were getting orders. 

An emphasis on the pointed toe 
in saddles was anticipated by one 
large retailer who switched from an 
eyelet two-toned effect to a more 
streamlined one which made the toe 
look narrower. 

Because of mild winter in the 
Pacific Northwest, as differing from 
most of the country, inventories 
were reported high in rubber foot- 
wear and stadium boots. 

Slippers were off with 
favored in plaid styles and a new 
drum majorette kiddies’ item re- 
ceiving some play. The pointed toe 
for “dressy” slippers was in demand. 

Pride in doing business in a com- 
petitive way was stressed by Orlo 
M. Brees, public relations represen- 
tative of the Western Division of 
the National Association of Manufac- 
turers, in a breakfast talk. 


terries 


Lustig’s of Youngstown, O., 
To Open in Shopping Center 

YOUNGSTOWN, O. — Lustig’s, 
which operates one of the eight 
largest independent shoe stores in 
the country plus four’ branches 
throughout this city, will open a 
37,500-square-foot family store in 
late summer at a local shopping 
center. 

Air-conditioned and modern in 
decor, the new Liberty Plaza store 
will permit closing of another, 
smaller branch, the Belmont Plaza 
store, which sells only children’s 
shoes. The store will have a 25-foot 
front and a selling area of 2,000 
square feet. The windows and front 
are being designed in stainless steel 
and marble with a terrazzo lobby. 

Lustig’s, founded in 1900, has 
won wide recognition for its great 
selection of footwear in a wide range 
of sizes. 


Denver Fall Shoe Show, Mountain States 
Shoe Travelers Assn., Albany Hotel, 
TNO 5c soos bois asks ke eae 


Michigan Shoe Caravan, Michigan Shoe 
Travelers Club, Statler Hotel, Detroit 
July 13-15 


Annual Shoe Show, Baltimore Shoe Club 
and Associated Shoe Travelers of 
Baltimore, Lord Baltimore Hotel, 
Baltimore ....... Peer 


Trade Show, National Shoe Fabric Asso- 
ciation, Lexington Hotel, New York 
August 3-4 


Allied Shoe Products and Style Exhibit, 
Spring and Summer, New York Trade 
Show Building, New York City. .August 3-6 


Merchandising Clinic, National Shoe 
Manufacturers Association, New York 
August 4 


Leather Show, Tanners’ Council of 
America, Waldorf-Astoria, New York 
August 5-6 


Spring and Summer Style Conference, 
National Shoe Retailers Association, 
Plaza Hotel, New York August 6 


Winter Shoe Market, Midwest Shoe 
Travelers’ Association, Hotel Morri- 
son, Chicago ... August 10-13 


Michigan Shoe Fair, Michigan Shoe 
Travelers Club, Statler Hotel, Detroit 
September 14-16 


Deauville Hotel, 
..... September 27-30 


Miami Shoe Show, 
Miami Beach, Fla. 


Advance Spring Shoe Market Week, New 
England Shoe and Leather Association, 
Hotels Statler and Touraine, Boston 


October 4-9 


Annual Shoe and Leather Fair, Shoe and 
Leather Council of Canada, Sheraton- 
Mount Royal, Montreal October 12-16 


Annual Convention, National Shoe Trav- 
elers' Association, Hotel Hamilton, 
Chicago .. October 23-24 


National Shoe Fair, National Shoe 
Manufacturers Association and Na- 
tional Shoe Retailers Association, 
Chicago ........ October 26-30 


Spring Shoe Fair, Northwest Shoe Trav- 
elers, Inc., Hotel St. Paul, St. Paul, 
Minn. ..November 1-4 


Spring Shoe Show, Pacific Northwest 
Shoe Travelers, New Washington and 
Olympic Hotels, Seattle, Wash. 

November 1-4 


Michigan Spring Shoe Fair, Michigan 
Shoe Travelers Club, Statler Hotel, 
Detroit ... oa November 2-4 


Spring Shoe Show, Southwestern Shoe 
Travelers’ Association, Dallas, Tex. 
November 2-5 


Spring Shoe Show, Indiana Shoe Travel- 
ers Association, Claypool Hotel, Indi- 
anapolis, Ind. ... November 9-11 


= J 
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Giants’ Shortstop Wins Shoe 
Wardrobe for Historic Clout 


San Francisco Giants' shortstop Daryl 
Spencer, left, is fitted to a wardrobe of 
Wright Arch Preserver Shoes—his prize 
from Sommer & Kaufmann, one of the 
West Coast's largest shoe retailers, for 
hitting the Giants’ first home run on the 
Coast. Tino Savasta, right, manager of 
the San Francisco store, performs the 
fitting chore while Pete Fishpaugh, 
Wright sales representative, assists. 





Grand Rapids, Mich., Gets 
Ist Self-Service Shoe Store 


GRAND RAPIDS, MICH.—Grand 
Rapids’ newest shoe store is the 
first self-service store in the city 
and thought to be the first of its 
kind in Michigan, according to own- 
ers Bernard P. Hoekstra and his 
father, John J. Hoekstra. The Hoek- 
stras also own another retail shoe 
store here. 

Manager of the self-service store, 
at 1101 Chicago Dr., S.W., is G. A. 
Rinck. The new store has open 
shelf display of every size of every 
shoe handled by the firm. There 
are 4,000 square feet of floor space 
with three islands of shelving, plus 
further display racks on both side 
walls and the rear wall—a total of 
nine racks adding up to 600 linear 
feet. 

Two racks will display children’s 
shoes, two will be used for women’s 
and girls’ shoes, one for boys’ shoes 
and four for men’s shoes. Other 
equipment includes foot measuriny 
devices, stools for sitting while 
trying on shoes, and a checkout 
lane. 
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Orders Pass Expectations at Detroit Show 


DETROIT—The majority of ex- 
hibitors at the Fall Shoe Fair of the 
Michigan Shoe Travelers Club re- 
ported the show as “very satisfac- 
tory” and orders heavier than ex- 
pected. Traffic and business were 
considered excellent on Monday, 
May 12, after a “slow” opening on 
Mothers’ Day. 

Most exhibitors felt that they had 
done as well as last year, and some 
had written more orders than a 
year ago. One salesman for a line 
of better-quality men’s shoes found 
that his 1958 sales figures to date 
were consistently ahead of 1957. 

In the women’s dress shoe lines, 
pattern choice continued to be the 
tapered-toe, closed pump. In the 
$12.95 to $16.95 retailers, at least 
90 per cent of sales was on this 
pointed last, while such sales ran 
better than 55 per cent in the $8.95 
to $10.95 retail bracket. And, al- 
though the majority of pumps were 
trimmed, the plain opera was much 
in evidence. Second pattern choice 
was the T-strap, on both high and 
mid-high heel. 

Black suede, as is usual for fall, 
led sales in dress-up styles, with 
calfskin a close second. Other colors 
in suede and calf were prominent, 
however, and a revival of gunmetal, 
bronze and red patent was seen in 
high-style footwear. 
flats were popular with 
buyers. Shown in a wide variety of 
black and _ rich-colored and 
calfskins, most dress-up flattie pat- 
terns carried bows or jeweled orna- 
mentation. Colors favored were red, 
gray, moss green, royal and bene- 
dictine. 

In the main, sales of women’s 
casuals were on the lightweight 
shoes with soft, unlined uppers and 
five or six-iron composition 
The new, thin, rib-crepe soles were 
being readily accepted by buyers. 
An outstanding Italian-made wo- 
man’s casual featured a_ tapered, 
squared-off toe, three-eyelet tie and 
saddle-stitching across the vamp. 

Sales in little girls’ school shoes 
were strongest in saddles and con- 
vertible-strap styles. Black and white 
was the first color choice for saddles, 
while strap shoes sold best in brown 


Dressy 


suedes 


soles. 


calf, followed by red calf. 

A new influence was seen in a 
slimmed-down last for boys’ dress 
This modification of the 
tapered-toe was best in an algon- 
quin-vamp, three-eyelet tie in black 
calf. Little boys’ chukka boots in 
black, tan and gray glove leathers 
were selling well for fall and winter 
promotions. Successful also was the 
continued use of novelty lock clos- 
ings and Ripple soles on boys’ styles. 
And there was a steady demand for 
boys’ white buck on red 
crepe soles. 

Orders were heaviest in the men’s 


shoes. 


oxfords 





Michigan Retailers Choose 
Herbert Burr as President 


DETROIT—Herbert F. Burr of Birming- 
ham, Mich., has been elected president 
of the Michigan Shoe Retailers Associa- 
tion, succeeding Samuel Plotler, Detroit, 
who becomes chairman of the board. 

George H. Leathers, Wyandotte, was 
elected secretary-treasurer. First vice- 
president is R. V. Todd, Pontiac, and 
second vice-president is William Budny, 
Dearborn. 

Directors elected for a three-year 
term include: C. E. Masters, Alpena; 
I. Wayne Wanty, Ann Arbor; Nels A. 
Strand, lonia; E. T. Nunnelley, Mt. Clem- 
ens; Lloyd Marzke, Mt. Pleasant, and 
E. W. Yaeger, Monroe. 

Nathan Hack, Santa Monica, 
continues as honorary president. 


Calif., 





dress shoe lines on the lightweight, 
tapered patterns, reflecting the 
Italian influence. Most of the dress 
featured plain moc-toe 
The use of butted-seams on 
met with buyers’ ap- 
proval. Black was still the leading 
color for fall. in glove 
leathers and “dirty” buck continued 
to move well. 

A noteworthy man’s dress shoe 
was a moccasin-vamp slip-on with 
a squared toe, in smooth black calf. 


shoes or 
vamps. 
dress shoes 


Casuals 


National Shoe Institute Maps 
Extensive Fall Promotion 

NEW YORK—tThe National Shoe 
Institute announced it is formu- 
lating plans for a special Back-to- 
School and Fall Fashion Promotion. 
Joseph §. Stern, NSI chairman, said 
retailers and chain stores will have 
an opportunity for extensive tie-ins. 

Nationwide newspaper coopera- 
tion is expected, along with radio 
and television. 
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Record Traffic Marks Ohio Show; Optimism Prevails 


COLUMBUS, O.—Ohio shoe trav- 
elers have pronounced their recent 
Fall Showing the most successful 
shoe show held here since World 
War II. 

The 107 exhibitors of some 140 
manufacturing lines reported that 
more than 600 merchants from all of 
Ohio, much of West Virginia and 
parts of Kentucky, Indiana and 
Pennsylvania made the rounds of 
fall footwear displays. 

The salesmen, members of the 
Ohio Shoe Travelers Club, all re- 
ported record traffic, good sales (al- 
though not in proportion to the 
traffic) and a general aura of op- 
timism. 

“Most of the merchants reported 
they had trimmed their inventories 
and were now able to buy the stocks 
of fall shoes they need,” commented 
Clyde club president and 
traveler for Tweedie Footwear Cor- 
poration, Jefferson City, Mo. 

Exhibitors themselves were gen- 
erally confident. Traffic was so brisk 
on the opening day many salesmen 
said they could do little more than 
greet the merchants and make ap- 
pointments to call on them within 
the next two to four weeks. 
for the most part ex- 
pressed a preference for the lighter 
weight in men’s shoes, coupled with 
the turned-under welt which results 
in the sleek look. 


Logan, 


Retailers 


Stiletto Toe in Favor 

They approved of the stiletto toe 
in women’s high fashion numbers, 
and gave tangible support to both 
the T-straps and the medium heel 
pumps which afford both style and 
comfort. 

Black nylon velvet proved a big. 
ger item than ever for girls of al] 
along with T-strap and a 
tapered toe dress shoe for the older 
The trade also is keeping an 
eye on the coppertone patents and 
on red patents, the latter a fairly 
successful spring shoe holdover. 

A “dusty buck” suede looks like 
the big thing in boys’ shoes this 
fall, said Mrs. Caroline Rund, Ohio 
Shoe Travelers Club secretary, after 
surveying the field. The suede upper 
is combined with black heel and 
soles, and black laces. 


ages, 


girls. 
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Some typical observations: 

It will be black, browns, red, green 
and blue, in that order, in women’s 
shoes this fall. Calfskins will con- 
tinue the most popular although 
suedes and patents will be sold in 
numbers. Plush pig in colors, Delta 
silks and Tartan greens also are in 
demand. 

Black will dominate men’s shoes, 
with shades of brown and cordovan 
showing gains. 

Jack Spellacy of Bates Shoe Com- 
pany, Webster, Mass., said casual 
men’s shoes are becoming more pop- 
ular each year. They started big with 
the college crowd, then expanded to 
men in every walk of life who 
wanted something casual and com- 
fortable for sports wear, he said. 


Emphasis on Medium Heel 


Sandy Gaylon of Accent division, 
International Shoe Company, said 
buyers are placing more emphasis 
on the medium heel, apparently to 
supply a demand among women who 
want both comfort and style in a 
fashionable shoe. 

William C. Short of Edwards Shoe 
Company, Philadelphia, who is vice- 
president of the Ohio club, reported 





International Shoe to Conduct 
Merchandising, Sales Clinics 


ST. LOUIS International Shoe 
Company’s Merchants Service store 
owners, Managers and others have 
been invited to attend the firm’s 
1958 retail merchandising and sales 
clinics. Dates of the St. Louis clinic 
are June 15-17, while the Los An- 
geles clinic will be held July 6-8. 

Duplicate programs have been 
planned for both sessions. Developed 
around the theme of “tomorrow’s 
successful shoe retailer,” the clinics 
will make use of discussion, panel 
and lecture types of presentation. 
New and current methods for retail 
administrative and organiza- 
tional procedures promoting greater 
efficiency, expanded volume and in- 
creased profit will be included. 

Approximately 1,200 stores oper- 
ate under International’s Merchants 
Service plan. Headquarters hotel for 
the St. Louis clinic will be the Chase, 
with the Ambassador headquarters 
hotel in Los Angeles. 


shoe 


promotional sale of an embossed 
leather girls’ oxford was doing well. 
It is in red and brown on a basic 
welt, and with one strap. The gum- 
drop oxford, of cement construction 
with side bal, also is popular among 
big girls, especially in black suede. 

The Ohio Shoe Travelers elected 
Burt Jackson of E. T. Wright and 
Company as chairman of the Ohio 
Shoe Fair board, and Saul Abrams, 
Allure Shoe Corporation, as a 
board member. He succeeds Al 
Wilmot, who moved from the area. 


Business on Level with °57 
At Iowa Fall-Winter Showing 

DES MOINES, IA. — Optimism 
reigned among more than 600 re- 
tailers who attended the Iowa Shoe 
Travelers Association’s fall-winter 
showing at the Hotel Fort Des 
Moines recently. Ordering was 
about on a level with last year, as 
some 70 salesmen displayed 142 
lines. 

With the farm belt feeling the 
recession less than other regions, 
retailers could report business as 
good or a little better for the year’s 
first four months. 

Among women’s lines, the fall 
favorite is expected to be the black 
pump in suede or calf, with pointed 
toe and slim heel. Following biack 
are the browns and bronzes, espe- 
cially the darker hues, and then 
some reds and greens. Interest in 
softer construction is increasing. In 
casual footwear, the popularity of 
flats in varied treatments seems to 
be spreading. 

Among the men’s lines, black is 
expected to continue on top, with 
dark browns and deep cordovans 
following. The lightweights will be 
gaining. 

In the children’s lines, demand at 
the show was high for dressy num- 
bers in waterproof, black nylon vel- 
vet. Smooth leathers continued 
strong in dress lines, with black 
again the top color. In boys’ shoes, 
oxfords with novelty closure led in 
all price fields. Preferred color was 
black. 





ST. LOUIS — Heydays are 
stocked to size 12, AAAA to 
C. 79 sizes and widths to the 
shoe stocked. ADv. 
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Retailers Show Waiting Tendency at Indianapolis Fair 


INDIANAPOLIS, IND. — AI- 
though buying in many lines was 
brisk, there was an underlying ten- 
dency to ‘wait a few weeks yet” 
among retailers attending the recent 
388th Fall Shoe Fair of the Indiana 
Shoe Travelers Association here in 
the Severin Hotel. 

Nearly 500 merchants registered 
for the three-day show, with about 
550 present on opening day. There 
were 141 different lines shown by 
72 exhibitors. 

T-strap pumps were strong choices 
in the women’s lines with narrow 
heels very popular. Good acceptance 
of pointed toes was reported, al- 
though modified tapered toes also 
remained strong. High and medium 
heel pumps with bow trims sold well. 

Soft leathers and flexible construc- 
tion were musts with most mer- 
chants. Black was the big color in 
both calf and suede leathers. Red 
also was good, along with dark 
brown. A little less interest was 
noted in patent leathers. 

Hook-and-eye oxfords were the 
biggest sellers in casual shoes, with 
plain black the top color choice. Rip- 
ple soles were very strong. This 
type of oxford in the saddle style in 
black and white seems to be replac- 
ing the popular Ivy saddle which has 
been the overwhelming choice of 
teenagers. 

For high school girls, the T-strap 





Cards Mailed to Retailers 
Double as Window Displays 


PALMYRA, PA.—Introducing a 
new idea in shoe merchandising, A. 
S. Kreider & Son Company, manu- 
facturing firm, is sending 6-by-9- 
inch postcards to 
dealers which 
double as counter 
or window dis- 
play cards. for 
Foot King shoes. 

The company 
ran a spring ad 
campaign in Look 
featuring its 
Black “Hot Rod” 
Shu-Lok. The postcards—with the 
theme, “Another King at Work for 
You”—call attention to the ad. The 
other side of the card, intended for 
display, features a caricature of a 
“king” of sport, like Babe Ruth, 
John L. Sullivan and Jim Thorpe. 


JOHN L. SULLIVAN- RING KING 
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black pump with flat or medium heels 
will be the biggest thing for fall in 
dress shoes. 

Flexible, lightweight shoes also 
were much in demand in men’s lines, 
with much emphasis on the light 
slip-on dress styles. Cement con- 
struction proved very popular with 
retailers. More interest was noted 
in tapered toes and square toes. 
Black remained the best color, with 
dark brown fairly strong. 

A glove 


leather moccasin with 


thin sole was selling well both for 


casual wear and for use as a slipper. 
White bucks and dirty bucks with 
plain toe and snap-lock closings were 
popular for high school and college 
boys. 

Best in children’s lines were 
swivel-strap black patent leather 
pumps with flat or Cuban heels for 
girls, and heavy-type moccasin toe 
shoes with Ripple soles or lug soles 
for boys. Red also was a good color 
in little girls’ lines. Snap-lock clos- 
ings remained popular’ in 
styles, and the new hook-and-eye 
saddle oxfords in black and white 
also were popular for smaller girls. 


boys’ 
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BREZNER’S ‘‘BRUSHIE’’ 


The SPLIT with the 


SALES PERSONALITY 


Treat your volume shoe styles to a rich, deep nappy 
leather that sells on sight! Wonderfully versatile, Brezner's 
‘“Brushie’’ works easily, cuts economically . . . AND its 
finished back lets you use it unlined for fashion-important 
lighter footwear. Boost shoe sales! Cut costs! Style with 


‘‘Brushie’’. 


Fast delivery on wide selection of new and standard 


colors. 


Send for swatches or contact your representative . 


.. TODAY! 


LOOK TO BREZNER FOR 


a“), 
Fi 


LEATHERS 


THE BREZNER DIVISION of the ALLIED KID COMPANY 
145 South Street, Boston 11, Massachusetts 





Wyoming Firm Adds 
Popular Price Store 


LARAMIE, WYO. — The Flory 
Shoe Company, Wyoming’s largest 
footwear operation, has opened a 
new popular price store here in ad- 
dition to its other stores in Laramie 
and Cheyenne. 

Co-owners Flory and Sid Mendi- 
cino, brothers, of Cheyenne and 
Russ Keck of Laramie said the new 
Shoe Circle will sell men’s, women’s 
and teenagers’ in the $2.99 
to $10.95 price range. Sid Mendicino 
designed the store’s turquoise and 
mahogany interior. 


shoes 


“We feel that the new store will 
answer an obvious need in Laramie 
for a popular-priced shoe store,” 
said Mr. Keck. The _ 10-year-old 
Flory’s store in Laramie has catered 
to seeking top-quality 
shoes, he explained. 


customers 


Managing the new outlet will be 
Chuck Afflerbach, who joined Flory’s 
in 1954 and has managed a 
Cheyenne “Shoe Circle’ for 
six months. 

The 


store is 


store 


Flory’s 
of The 


original Laramie 
an outgrowth 


Bootery, which opened in_ 1983. 
Flory Mendicino worked there while 
attending the University of Wyo- 
ming. He and his brother opened 
their first shoe store in Salida, Colo., 
in 1945 and the next year started 
Flory’s of Cheyenne. 

Before entering the retail end of 
the business, both brothers traveled 
for shoe manufacturers. 


19 Retailers Will Get ‘Oscars’ 
In Achievement Competition 

NEW YORK—A Retailer Achieve- 
ment Award Contest, with 19 ‘“Os- 
cars” to be given out at the 
National Shoe Fair in Chicago, 
October 26-30, is now in progress, 
the National Shoe Retailers Asso- 
ciation announced. 

The competition is intended to 
“encourage creative imagination 
and originality in the promotion 
and sale of shoes.” Contestants will 
be classified in five categories by 
sales volume and city population. 
Judging will be based on a pre- 
sentation of work samples showing 
efforts in advertising, displays, em- 
ployee training, special promotions 
and participation in community ac- 
tivities. 


Shoe Wardrobe Promotion 
Seen as Industry Precedent 

NEW YORK—The National Shoe 
Institute’s American Family Shoe 
Wardrobe promotion “clearly dem- 
onstrated that there is a place for 
industry-wide promotions of this 
type.” Edward Atkins, executive 
vice-president of the National Asso- 
ciation of Shoe Chain Stores, voiced 
that reaction when the institute’s 
trustees met recently to evaluate the 
precedent-setting campaign. 

“This promotion can very well 
stand on its own,’ Mr. Atkins de- 
clared. Industry leaders, he said, 
“have seen just where they can go, 
by learning from what they have 
done. For the first time they had 
formulated an organizational plan 
for bringing the NSI to 5,500 
stores.” Mr. Atkins added that the 
nature and scope of a similar promo- 
tion for 1959 haven’t been decided. 

Basis of the wardrobe promotion 
was 13 pages of pre-Easter adver- 
tising in Look. 

Presiding at the session were 
Joseph Stern, chairman of the NSI 
trustees, and Gilbert Hahn, vice- 
chairman. 





Here's whot MILLER 
FOOT DEFENDER SHOES for 


Eafe Zao: 


OFFER YOUR CUSTOMER 


Basic lasts—sensible, yet smartly styled shoes 
—day-by-day life in Comfortland. 
And offer you, the dealer: Solid, 
Every customer 


footwear. No markdowns. 


a repeat! 


ORTHO LAST 
3824—The PRESTIGE Tie 
10/8 Wood Kantscuff Heel 


Coffee frost nylon lace 


vamp 


Coffee frost kid tip, 
quarter and tongue 

Six-eyelet tie 

Long inside counter 


SIZES IN STOCK 


Also available in 
Black—Style 3877 
Blue—Style 3868 


MILLER SHOE CO., INC. 


Founded by ALBERT £. KLINKICHT 


CINCINNATI 23, OHIO 





substantial 


shoes. 


able. 








[WALL 


AUTOMATIC SPRING ADJUSTMENT 
. . . IN HANDLE (For Length Adjustment) 
. . « IN FOREPART (For Width Adjustment) 


Only 3 sizes nec- 
essary for men's 
Women's 
sizes also avail- 


SHOE TREES 


a 


A low-priced, easy- 
selling shoe tree. 
Rich Mahogany fin- 
ished forepart. Per- 
fect fitting for all 
shoes. 


IN STOCK 
For Prompt Delivery 





BROCKTON 


q \. PIERCE [OR e tiicesacuusczis 
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BLUM’S UP-TO-THE-MINUTE STYLES 


FOR EVERY MOOD ...EVERY MOMENT OF THE DAY... EVERY MEMBER OF THE FAMILY 


IN TUNE WITH THE TIMES... 


A fresh crop 


of Rest-Time and Glamor Gals is on the way. 


New lasts, exciting fabrics, 

leathers ... novel trims... interesting 
details. Loaded with sales appeal, 
they'll open your doors to throngs 

of teens, collegians, young mothers 
... all those exclusive little worlds 


of fashion hunters. 


CASUALS — SLIPPERS 


There's no time to lose! Get set now for profitable Back-to-School 


and Holiday promotions. 


See samples at our New York office in the 


Marbridge Building. Send for In-Stock catalog No. 124, out soon. 


BLUM SHOE MANUFACTURING COMPANY * DANSVILLE. NEW YORK 





© Obituaries 


James J. McHenry 

ROCHESTER, N. Y.—James J. 
McHenry, 75, president and general 
manager of the Staud Shoe Corpora- 
tion here, died recently. He oper- 
ated the wholesale and retail shoe 
firm for 40 years. 

Survivors include a brother and 
four sisters. 


Millard F. Mashburn 


LOS ANGELES— Millard F. 
Mashburn, 70, former vice-president 
and buyer of Gudes, Inc., shoe re- 
tailers here, died recently. He served 
37 years with the firm, retiring in 
1955. Surviving are his widow, Opal; 
two sons, Paul and Stanton, and a 
daughter, Mrs. Phillip Stephens. 


Harry E. Griffiths 
ALHAMBRA, CALIF.—Harry E. 


Griffiths, 61, veteran West Coast 
representative for the Irving Drew 
Corporation, Lancaster, O., manu- 
facturer, died May 4 of injuries sus- 
tained in an auto collision near here. 
He had been a shoe traveler on the 
coast since the early 1920's. 


June |, 1958 


Mr. Griffiths was a longtime mem- 
ber of the West Coast Shoe Trav- 
eiers’ Associates. He is survived by 
his wife, Ruth, a daughter and a 
son. 


Ralph L. Thurlow 

NEWBURYPORT, MASS.—Ralph 
L. Thurlow, 63, owner of Thurlow’s 
Shoe Store here, died May 3. In 
point of service he was the oldest 
shoe retailer in this city. He had 
worked for his father, who organ- 
ized the business. 

While still a student in the local 
high school, he sold shoes from a 
wagon to residents of nearby 
beaches. His association with the 
firm covered 48 years. 

Mr. Thurlow is survived by his 
widow, Anna H.; a son, Richard E., 
associated with his father in the 
family business; two brothers and a 
sister. 


John B. Card 

COLUMBUS, MISS.—John B. 
Card, 69, owner and operator of a 
shoe shop here since his return from 
World War I, died recently. He is 
survived by his widow, Lucille, four 
sisters and a brother. 


Aubrey T. Isbell 

LYNCHBURG, VA. — Aubrey T. 
Isbell, 83, associated with the shoe 
industry here, both retail and manu- 
facturing, since his youth, died May 
8 after several months’ illness. 

For the last 15 years, prior to his 
resignation two months ago, Mr. 
Isbell was with Craddock-Terry Shoe 
Corporation. He is survived by his 
wife, Emily; a daughter, Mrs. John 
L. Mosby; a sister, Mrs. Cleo I. Lam- 
bert, and two grandsons. 


John W. Pilling 

LOWELL, MASS.—John W. Pill- 
ing, 67, at time prominently 
identified with the New England 
shoe industry, died here May 7. 
Before retiring several years 
he had been superintendent of 
John Pilling Shoe Company. 
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ago, 
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ST. LOUIS — Heydays 
added 10 new patterns 29 
ways to their stock depart- 
ment fur Fall 1958 — this 
makes a total of 31 patterns 
78 ways, in the present stock 
department. ADv. 














e Financial 
6 Chains’ March-April Sales 
2.1 Pet. Ahead of Last Year 
NEW YORK — Composite dollar 
sales of six reporting shoe chains 
for March and April were 2.1 per 
cent greater than a year ago. For 
the first four months of 1958, sales 
were 1.8 per cent ahead. 
For April, 1958, alone, all of the 
reported a drop in sales 
1957, since Easter came two 
weeks earlier this year. 
March-April, 1958, totals showed 
three chains with increased sales and 
three with a decrease, as compared 
with 1957. 


chains 
from 





COMPARISON, 1958-1957 


% Change 
March 
& April 


YG Change 
First 4 
Months 


XY Change 
April 





Melville 
Edison 
Shoe Corp. 


10.2 
’ 3. 

. 2 + 1. 

Kinney ' + 8. +11. 
—10. : 3. 

ie 


0.7 


Beck 
National 
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Goodyear Income Down 37% 


AKRON, O.—Net income of the 
Goodyear Tire and Rubber Com- 
pany declined 37.1 per cent in the 
first quarter of this year as com- 
pared with the same period of 1957, 
the company estimated. This year’s 
figure was $10,857,506, or $1.02 a 
share, as against $17,265,055, or 
$1.63 per share, last year. 

First-quarter net sales dipped 12.7 
per cent, apparently mainly because 
of the sharp drop in automotive pro- 
duction this year. 


Brown Shoe Co. Dividend 


ST. LOUIS—The Brown Shoe 
Company’s directors declared a quar- 
terly dividend of 55 cents a share on 
the company’s common stock, pay- 
able June 1 to stockholders of rec- 
ord May 16, 1958. 


Shoe Corp. to Pay Dividend 

COLUMBUS, O.—Directors of 
Shoe Corporation of America de- 
clared a regular quarterly dividend 
of 25 cents per common share, pay- 
able June 14 to shareholders of rec- 
ord May 29. 





ANT 


wih ““CONTOUR FIT’’ 
... the nearest thing to the natural shape of a child’s foot! 


Cc 


ORDE 
IN STOC 


JULIUS ALTSCHUL INC. 


Write Today 
for Our 
New Catalog 





The Shoe That Means, Business For You! 


© Because it hos enthusiastic national acceptance 


© Because jt also fits the shape of the foot 


A TRIAL RUN OF SIZES ... 
YOU'LL BE GLAD YOU DID! 


IN BOTH REGULAR AND 
SUPPORT CONSTRUCTION 


JULIUS ALTSCHUL, INC. 


Creators of “NATURE'S OWN" Straight Last Footwear 
117 Grattan Street, Brooklyn 37, N.Y. * HY. 7-4500 
TESTED & PROVEN SINCE 1899 


Qun” 





Now also IN STOCK 
Blue & White Saddle 
"Nature's Own" 

F642 61/>-8; C642 81/2-12, 
8,C, 0, E, EE 


Li 


i 





SURES CRP S See! 





e What's New 


Tingley Rubber Introduces 
1-Piece Molded Men’s Boot 


Tingley Rubber Corporation, Rahway, 
N. J., has presented this new type of 
lightweight, all-rubber, men's closure 
boot, molded in one piece. It's designed 
to replace the old-style 10-inch four 
buckle or zipper-front arctic. Last 
March Tingley shipped 5,000 pairs into 
markets where stormy spring weather 
prevailed, found the response “over- 
whelming," according to Vice-President 
Bill McCollum. 





Junior Misses’ Styles Bow 


HAVERHILL, MASS.—Hannah- 
sons Shoe Company announced the 
introduction of a new group of 
shoes on 12/8 and 14/8 heights for 
the junior misses’ age group, the 
11 to 15-year-olds who are gradu- 
ating from flat heel children’s 
shoes to their first “heel” shoes. 
Heel shapes, materials, throat lines 
and trims are based on an exten- 
sive study of the needs of junior 
misses in consultation with buyers 
across the country, the company 
said. 


Vinyl Fabric Goes on Market 


TOLEDO, O.— The Textileather 
Division of The General Tire & Rub- 
ber Company has introduced a new 
vinyl fabric, Velvin, and appointed 
a sales agent for the shoe, handbag 
and belt industries. 

The Thomas B. Harvey Leather 
Company, Vinyl Division, 50 W. 
Wildey St., Philadelphia, will sell the 
material. According to the manu- 
facturer, Velvin is soft to the touch 
and is easily cleaned with lukewarm 
water and mild soap. It is expected 
to create interest among makers of 
white footwear for nurses, medical 
technicians and other uniformed 
persons. 
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Men’s and Children’s Boot 
Styles from Endicott Johnson 


From Endicott Johnson Corporation 
come, left to right: child's plastic gaiter 
with adjustable strap, rust-proof buckle, 
made with or without plastic foam lin- 
ing; men's 12-inch yellow Pac with ankle- 
high wool fleece interlining, enclosed in 
rubber with jersey lining; and boys’ and 
youths’ safety yellow arctic with wool 
fleece lining, black buckles and straps, 
usable for safety patrol duty. 





Child’s Slipper, Pump Line 

NEW YORK — ‘‘Little 
Oomphies” by Oomphies, Inc., has 
been introduced as a new line of 
children’s slippers and party pumps. 
The slippers are in sizes 10 to 3; 
the party pumps, sizes 121% to 3. 
The general price range is $3.95 to 
$5.95. A number of the slipper 
styles are designed like women’s 
slippers and offer possibilities of big 
and little mother and 
daughter promotions. 


Miss 


sister or 


Ripple Sole Gets New Patent 
DETROIT — A new patent, No. 
2,833,057, covering improvements in 
resilient shoe soles, has been granted 
to Morton Hack of Ripple Sole Cor- 
poration here. The patent covers a 
series of variations of the Ripple 
Sole and relates particularly to “such 
soles having corrugations, undula- 
tions or projections arranged trans- 
versely of the sole in a_ parallel 
curved arcuate arrangement.” 


Innersole Material Developed 

BOSTON, MASS.—A new flexible 
strip and blocker innersole material 
called Sole-Fab-A has been devel- 
oped by The Felters Company here. 
Designed primarily women’s 
shoes, the material is a blend of im- 
pregnated fibers with unusual quali- 
ties of flexibility, abrasion 
tance, breathing, long life, shape re- 
tention and resiliency, according to 
the manufacturer. In addition it 
will not absorb odors or stain other 
material. 


for 


resis- 
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New Vinyl Welting Developed 

CAMBRIDGE, MASS.—A new 
vinyl welting for men’s and boys’ 
dress shoes, Darex Fine Wheeled 
Stylewelt, has been introduced by 
the Dewey and Almy Chemical 
Company division of W. R. Grace & 
Company, Cambridge. Edward L. 
Kraft, shoe products man- 
ager, said the welting was devel- 
oped “to give medium-priced Good- 
year welt shoes added appeal in 
step with the popular narrow, light 
and flexible trend.” It is supplied 
in black and brown. 


sales 


So-Lo Marx Co. Introduces 
Rubber for ‘Any Shape Heel’ 


LOVELAND, O. — So-Lo Marx 
Rubber Company has announced a 
rubber with a heel designed for any 
height and shape of shoe heel. Spe- 
cial reinforcements on the inside and 
the outside of the heel protect the 
rubber from spiky heels. 

Also new at So-Lo Marx is a sling 
back made with a 
faille finish and a wide back strap 
that covers the entire quarter of the 


heel. 


sandal rubber, 


WITH CUSHION-FLEX CONSTRUCTION 


Style 137 
“The Imperial" 
Black Cashmere Grain 
B 7-12 
C-D 6-12 


$6.60 


Style 111 


“The Aristocrat’ 
Black Smooth 
B 7'%-12 
C-D 6-12 
$6.60 


Style 112 
“The Aristocrat"’ 
Black Smooth 
with Morocco Grain 
B 7%-12 
C-D 6-12 
$6.60 


Style 113 
As No. 112, 
only Brown 
B 7%-12 
C-D 6-12 
$6.60 


Blenibility, lightness, and style 


make these comfortable Calumet 
Cushion-Flex Shoes a must! 


“White for Your Fall Catalog Today!” 


a a 
Your Gest Get <2 Calumet! W- 


° @ 
Mewet 


LEVERENZ SHOE CO., SHEBOYGAN, WIS. 





| New ‘Brand Name Retailer’ 
Sold | Competition Open to Industry 
| NEW YORK—Shoe dealers with a 
year-round program of brand ad- 
| vertising, promotion and sales train- 
ing have been invited to compete in 
the 11th annual Brand Name Re- 
| tailer-of-the-Year Competition. 
Henry E. Abt, president of the 
on enrs Brand Names Foundation, said 
deal stores may enter by filling out a sim- 
ple form. There is no entry fee. 


BABY SHOES Late this year, each entrant will be 
RR ME AS RET 


THE WORLD OVER 





| requested to send in a formal report 

on its 1958 brand advertising and 

promotion. From these reports will 

oF be selected the finalists, who will 

Style No. 34 See Probably your store is no exception. However, we do make up full presentations, including 

Set Ss aes 7 want to re-emphasize the importance of maintaining full tear sheets, scripts, photos and 
a. Se Maize a stocks of Ideals for the four stages of baby foot growth: training bulletins. 

Se, CRIB, SOFT SOLE, INTERMEDIATE and FLEXIBLE Manufacturers and media who are 

= vA WALKING SHOE styles. This makes it easier for mothers foundation members distribute the 

ie to be sure of selecting the right shoes during all of baby’s entry cards for the competition. In 

ZA early years. They make selling IDEALS easier, too, so addition, stores may write directly 

” why not always have basic selections on hand in ALL | to Fred B. Newell, Jr., Director of 

FOUR groups for continuous volume baby shoe sales. Retail Relations, Brand Names 

J, | Foundation, Inc., 4387 Fifth Ave., 


Style No. 172 MRS. pays deal wasy SHOE co., Inc. | New York 16. 


Soft se — Wash DANVERS, MASSACHUSETTS | 
Kidline ce Boot ; 
ee Medium. Wide 71 WEST 35TH ay 924-A MERCHANDISE MART 6-104 MERCHANOIOE MART Two Chains Open Outlets 


S NEW YORK 1, N CHICAGO 54, ILLINOIS DALLAS, TEXA 
Sizes: 0 to 3 . - 
~ | In Georgia Shopping Center 


, The Label with | = ATLANTA, GA.—The trend of 


. the chains toward shopping center 
OD APRAND | locations in the South continued 
sad with the opening of two new stores 
in the new Town and Country Shop- 
1 : ping Center at Marietta, Ga., on 
CHUKKA + COMBAT * ENGINEER Boots 2 Aye _ : Pe the outskirts of Atlanta. 

G. R. Kinney Co., Inc., and Miles 
Shoe Stores both have stores in the 
center. The Miles store, 237th in the 
string, will be under the manage- 
ment of Don Grimisley. The Kinney 
unit will be headed by Charles 
| Dozetos. 

Miles recently invaded the shop- 
ping center field in Birmingham, 
Ala., with a new store at Five 
Points West Center, with Lloyd B. 
Smith as manager. 


Juvenile COWBOY + WELLINGTON 


@ Behind this Angora* 
Calfskin label . . . behind 
every Barrett label... 


stand years of experience 
ingentution extention Thom McAn Adds 2 Stores 


leathers. Want the very | NEW YORK — The Thom McAn 
cream of calfskin— © | chain has opened family stores in 
OVER 99% OF ALL ORDERS smoothest, supplest—for | Shopping centers at East Brunswick, 
FILLED IMMEDIATELY fine shoes? Look for this N. J., and Massena, N. Y. William 


FROM FACTORY IN-STOCK Angora* hallmark! = | Semenas has been transferred from 
Easton, Md., to manage the New 


Send for Catalog, Price List trade mark Jersey store. Thomas McAuliffe, who 
@leiNin & DELBERT | has managed a Thom McAn store in 
St dhenedocnien Cx eae RCo | Middletown, Conn., will head the 
MANADO. MASS NEWARK, NEW JERSEY New York operation, which is next 

| to a department store. 
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Trade Group Studies 
Record-High Imports 


BOSTON Footwear imports 
rose in 1957 to an all-time high of 
11 million pairs, the New England 
Shoe and Leather Association re- 
ported. 

“The entire shoe import problem 
and its impact on New England 
shoe manufacturers is being care- 
fully reviewed,” said Maxwell Field, 
executive vice-president. 

After an analysis of Department 
of Commerce data, the association 
said the dollar value of imports 
rose 20 per cent to $22,248,222 last 
year. Most significant increase was 
in women’s and misses’ footwear, up 
115 per cent in pairs and 64 per 
cent in value. Imports of men’s, 
youths’ and boys’ footwear jumped 
34 per cent in pairage, 24 per cent 
in dollar value. In the infants’ and 
children’s category, there was a 12 
per cent increase in pairs, a 0.4 
boost in value. 

Meanwhile, the Shoe and Leather 
Association said, shoe exports de- 
clined 3 per cent in pairs and 2 per 
cent in value. The group said it 
was also concerned about that. 


Salesmen + Suppliers 





Slimmest Heels Ever Seen for Spring, 1959 


NEW YORK—Heels of women’s 
shoes for spring 1959 will be thin- 
ner and slimmer than ever before. 
That’s the forecast of Howard Salo- 
vitch, chairman of a hee) style advis- 
ory committee of the Allied Shoe 
Products Show. 

In the next year, too, shoe soles 
will show a greater variety of de- 
sign treatments than the industry 
has yet seen, according to another 
styling committee. 

Mr. Salovitch, an executive of 
Wilner Wood Products Company, 
said the thin needle heel has proved 
popular with American women and 
now they want their heels even thin- 
ner. Through new engineering tech- 
niques, he pointed out, heel makers 
can incorporate this feature with- 
out sacrificing structural strength. 

Heights on dress-type heels will 
tend to be lower, concentrated in the 
17/8 to 19/8 range, Mr. Salovitch 
said. But because of their contoured 
thinness, they will tend to look 
higher. 

The “little’’ Louis heel in the 12/8- 





Plastic Heel with Steel Lift Guaranteed to Outlive Shoe 


HAVERHILL, MASS.—A _ new 
plastic heel for women’s high-heel 
and medium-heel dress shoes is 
guaranteed in writing against both 
breakage and top-lift replacement, 
its developers have announced. 

In the making for more than two 
years, the heel has two components: 
a molded plastic heel block and a 
fluted steel shaft and top-lift com- 
bination, called a “Perma-Top Unit” 
and inserted under pressure. 

Robert H. Goldbaum and Mitchell 
M. Segal, who developed the heel, 
claim it will not bend, break or 
crack. Patents are pending for the 
Perma-Top Unit and the machinery 
used in the rianufacture of the 
“Lifetime Heels.” To manufacture 
and market the Perma-Top concept 
in the women’s heel field, a new cor- 
poration, the Essex Products Com- 
pany of Haverhill, has been formed. 

Company officers are: Arnold 
Bacon, president; Earl] Ashworth, 
vice-president; Mr. Goldbaum, trea- 
surer, and Mr. Segal, assistant trea- 
surer. 
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Key to the Lifetime Heel is steel 

“Perma-Top Unit" (left) which is in- 

serted into an ordinary plastic molded 
heel of a woman's shoe. 


Extensive field tests preceded re- 
lease of the product, according to 
its producers. They equipped more 
than 250,000 pairs of shoes with 
Lifetime Heels and_ sold them 
through a major chain. After four 
months, none had been returned to 
the stores because of broken heels, 
they said. 


13/8 range will stay in the forefront 
and become more slenderized. In 
the types, French Con- 
tinental styling treatments will be 
more pronounced than ever. 

Mr. Salovitch wedge 
have also undergone styling changes. 
One new type is 46 per cent lighter 
than a similar standard wood heel, 
in keeping with the light-soft-flexi- 
ble trend of footwear. 

Bowing at the Allied Products 
Show, August 3-6 in the New York 
Trade Show Building, will be a va- 
riety of innovations in stacked heels, 
according to Mr. Salovitch’s com- 
mittee. Its report is based on a sur- 
vey of leading heel producers and 
stylists. 

Rising in the flattie field are the 
“teardrop” stacked heel and the oval 


Louis and 


said heels 


or egg-shaped heel. 

“In misses’ shoes, a baby Louis in 
the 5/8 height, with 
and front and narrow bottom, seems 
another winner in the stacked heels,” 
the committee “The higher 
stacked slimmed 
down lines.” 

Meanwhile, Jerome Schlakman, 
soling advisory committee chairman, 
said, “A new kind of revolution is 
on in shoe soling, with design and 
style treatments keynoting the sig- 
nificant changes. With the forth- 
coming fall and spring seasons we 
can expect to see soling become one 


curved sides 


said. 


heels will follow 


of the major visual and style focal 
points of the shoe.” 

Behind the trend, 
reported, is the influence of Euro- 
pean shoes, which have long empha- 
sized soling design. The 
aid in reducing fatigue and keeping 
the foot comfortable, they pointed 
out. 


the committee 


sole can 


Boston Golf Tourney June 10 

BOSTON The Boston 
Boot and Shoe Club golf tournament 
will be held June 10 at the Wollaston 
Golf Club in Quincy, Mass. In charge 
of arrangements is Francis Shea, a 


annual 


former club president and sales man- 
ager of the Barbour Welting Com- 
pany, of Brockton. 

A buffet will be 
continuously during the day. 


luncheon served 





Brauer Bros.’ Pension Plan Covers 15-Year Employees 


ST. LOUIS—A new and extensive 
pension program, with all costs borne 
by the company, has been set up by 
Brauer Brothers Shoe Company, 
manufacturer of women’s footwear. 
Under the plan, the 125 employees 
will receive financial benefits in addi- 
tion to their social security at the 
time of retirement. 

Roy F. Sundling, president, said, 
“The program is designed to reward 
those employees who faithfully serve 
the company for 15 years or more 
by giving them greater security 
when they retire any time between 
65 and 70 years of age.” The pro 
gram also has benefits for employees 
becoming totally and permanently 
disabled if they are 50 years or older 
and have 15 years of credited ser- 
vice, or have completed 25 years of 
service regardless of age. 

A year of credited service is based 
on an employee’s working 1,401 or 
more hours, which is equivalent to 
35 work weeks of 40 hours each. A 
part of a year’s credited service is 





Colonial Tanning’s President 
Gives $5,000 to 210 Trust 
NEW YORK — Joseph Kaplan, 
president of the Colonial Tanning 
Company, Inc., Boston, has _ pre- 
sented an initial gift of $5,000 to the 
210 Charity Trust. 
by Albert D. Aronson, president of 
The 210 philanthropic 
foundation, and _ vice-president of 
American Girl Shoe Company. 


It was accepted 


Associates, 


Mr. Kaplan said he made the gift 
with the feeling that the industry’s 
should 
responsibility to those less fortunate 
in the trade, and offer 
through the 210 fund. 


successful executives feel a 


assistance 


given if a lesser number of hours is 
worked. 

A retiring employee with 15 years 
will receive a liberal monthly pen- 
sion. For each additional year of 
service up to 30 years, the monthly 
pension will be increased. 

If an employee leaves the company 
for any reason other than cause be- 
tween the 55th and 65th birthday, 
the pension will still be paid on the 
65th birthday if the person qualifies. 

“We added that provision to the 
program because the sole purpose of 
the pension plan is to reward faith- 
ful workers,” Mr. Sundling said. 
“We would not want a loyal employee 
to lose financial benefits if it was 
necessary to leave the company be 
fore retirement age.” 

The new Brauer Brothers 
gram, Mr. Sundling believes, is one 
of the most liberal pension programs 
in the shoe industry. 


pro- 


Edison Bros. Fetes Supplier 
For 25 Years’ Production 

ST. LOUIS — Samuel Breitman, 
founder and chairman of the board 
of Lester Shoe Company, Lynn, 
Mass., has been presented with a 
silver plaque from Edison Brothers 
Inc., commemorating 25 
years of footwear production for 
Edison Brothers. 

Beginning with a sample order 
for four cases of shoes, Lester Shoe 
Company now turns out 130 cases 
per day, manufactured exclusively 
for Edison. 

Mr. Breitman started as a cutter 
in a shoe factory. He later founded 
his own company, which to date has 
manufactured 26 million pairs of 
shoes for Edison Brothers, includ- 
ing both dress and casual pairs. 


Stores, 
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James S. Barrie Retires 
From Goodrich Footwear 


WATERTOWN, MASS. — James 
S. Barrie, vice-president for sales at 
The B. F. Goodrich Company, Foot- 
wear and Flooring Products, here, 
is retiring June 1 after 34 years 
with the company. 

Mr. Barrie en- 
tered the shoe 
business at age 
19 as credit man- 
ager for the 
James Clark 
Leather Com- 
pany, St. Louis. 
He served as a 
salesman, sales 
manager and a 
member of the 
board of direc- 
tors. In 1921 he became general 
manager of the retail division of the 
Juvenile Shoe Company, Carthage, 
Mo. 

His career with Goodrich 
wear and Flooring began in 1924 
as assistant to the general sales 
manager. After managing the St. 
Louis and Chicago districts, he be- 
came distribution manager in 1939, 
then vice-president, shortly 
afterward. 

Mr. and Mrs. Barrie, who live in 
Waban, Mass., will tour Europe. 


JAMES S. BARRIE 


Foot- 


sales, 


Half-Century with Brown 

ST. LOUIS — Henry Bulmahn, 
manager of the insole sorting de- 
partment of Brown Shoe Company’s 
Steelville, Mo., factory, has received 
a gold watch marking 50 years’ ser- 
vice with the company. John A. 
Bush, chairman of the board, made 
the presentation. Despite his long 
service, Mr. Bulmahn is still not 
near retirement age. 


Fast IN-STOCK service 
on sizes 1-7, A, B, C, 
D & E widths 
Genuine GOODYEAR 
WELT construction— 
to retail $5.95-$6.95, 
most styles 


All shoes manufac- 
tured in our own 
modern plant 


WRITE FOR 


FREE CATALOG 


SHOE CO. 


NELSONVILLE, OHIO 
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WELLCO SHOE CORP., WAYNESVILLE, N. C. 
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Hot Rod Shu-Lok Closure 
FOOT KING® 


Set | 


Outstanding Goodyear 
Welts give you confidence 
and enthusiasm for a 
profitable year. 


Different in SHU-LOKS®. 


heel, thick sole. IN STOCK 
79880 HOT ROD in GREY. SUEDE. C, D. 


79886 BLACK LEATHER. B, Cc, 
BOYS' Sizes | to 6 in Black Seale 17886, D 
79888 MAPLE BABY BEAVER, B, C, D 


with BROWN CREPE SOLE. 


Nationally Advertised 





79881 Black, with BLACK ara plug and quarter. C, D 


FOOT KING® means BUSINESS 


CANCELLATION SHOE*STORE OWNERS: 


‘OVERHEAD J 
CAN FOOL YOU 


The total sales...NOT the kind 

of sales determines the overhead 
expense or COST 

OF DOING BUSINESS. 





sells large quantities of 

quality branded shoes and meets 
competition nationally. Weil 
offers better values and 

wider selections, which has 
resulted in consistent leadership 


BILL MEAGHER says this Hot Rod has really taken hold, and gives ... Satisfied customers . 
the Merchant a top-notch style for youngsters who want something 


for over 25 years. We invite 


Full continental double deck welt, wide French binding. Hard slab inquiries by mail, wire, phone. 


$6.30 net 
6.30 
shoe company 


79884 HOT ROD in BUTTERNUT GLOVE LEATHER 1215 Washington Ave., St. Louis 3, Mo. 


CE. 1-4898 CE. 1-3762 
SAMPLE ROOMS: 138 Duane St., N. Y.—Alexandria Hotel, Los Angeles 
“WHILE IN TOWN SEE WEIL" Quality Shoes Since ‘32 


Dept. 61, A. S. Kreider & Son Co., PALMYRA, PA. asia ieaasa iii ietacas 














William Hickey Named Head 
Of Oldest Irish Group in U. S. 


William F. Hickey, president of John R. 
Evans & Company, Camden, N. J., leather 
firm, who has been elected president of 
the Charitable Irish Society. Founded in 
1737, it is the oldest Irish organization in 
the country, with a membership of more 
than 1,000 prominent business and pro- 
fessional men. 





Beaudin Shoe Co. Banquet 
HANOVER, PA.—Some 250 em- 
ployees and friends of the L. E. 
3eaudin Shoe Company, Inc., manu- 
facturing firm, recently attended 
their 23rd annual banquet, staged by 
the company’s social club. Guests 


June |, 1958 


included Bernard Selby, district Panvers Starts Affiliate Firm 
manager of the Compo Shoe Ma- Under Willleen: My Pace, Je. 
chinery Corporation, and _ Louis 
Plapinger, sales representative for MANCHESTER, N. H. The 
Beaudin, and Mrs. Plapinger. Danvers Shoe Company, Inc., of 
this city, has organized an affiliate 

Maine Firms Plan Expansion firm, the Osceola’ Shoe Company, 

SKOWHEGAN, ME. — The Med-  Inc., which will operate in Osceola, 
wed Footwear Company and Skow Ark., manufacturing a type of foot 
Moccasins, Inc., plan to take over wear not being produced at the 
what is known here as the “Upper local plant, it has been announced. 
Mill,” gaining 115,000 square feet William M. Page, Jr., who has 
for a planned 100 per cent increase been an executive of the Man- 
by next January. During the last’ chester factory, will take over the 
two years, sales of both companies presidency of the new company. 
have shown a continuing increase. Panvers Shoe Compan was 
Production in the first quarter of founded by his father, William M. 
1958 was 15 per cent ahead of 1957’: page, Sr. of Manchester. 
first quarter. 

bse mill property was Maren Ross Shoes to Sell for Abbott 
cupied by the American Woolen st oa 
Company. NORTH READING, MASS 

Ross Shoes, Inc., has been made sell 

Leather Line Stepped Up ing agent for Abbott Shoes, Inc 

PEABODY, MASS. Acme here, according to Melvin Ross, 
Leather Company, Inc., has increased president of both companies. Ros 
production on its glovette lines of Shoes formerly manufactured foot 
full-grain, drum-dyed leather. The wear in Lynn, Mass. The company’ 
line consists of a lighter weight line of men’s and women’s shearling 
leather ranging from 2 to 314 ounces and warm-lined slippers, plus men’s 
for shoes requiring the lighter type. casuals and loafer types, will now 
The company said it was following be produced in an enlarged plant 
“latest style trends.” cperated by the Abbott firm 





Personnel 





E. S. FITZGIBBONS 
Elected by Hanover 


EVALD O. PETERSON 
Promoted at Compo 


Promoted... 


Evald O. Peterson, from chief de- 
signer to chief engineer of the 
Compo Shoe Machinery Corpora- 
tion, Waltham, Mass. He joined 
Compo in 1954. 

Howard L. Horte, to manager of 
the United Shank and Findings 
Company, Whitman, Mass., branch 
of the United Shoe Machinery Cor- 
poration. He will also manage the 
corporation’s Metal Stampings Di- 
vision and assume direction of the 
United Shank and Findings branch 
at Plymouth, N. H., where Clarence 
S. Parshley is manager. 


Elected... 

Edward S. Fitzgibbons, as a vice- 
president of The Hanover Shoe, 
Inc., Hanover, Pa., men’s shoe man- 
ufacturer-retailer. He formerly was 
president of Blanchard Bro. & 
Lane, Newark, N. J., leather firm. 

Eli A. Cohen, as president and 
director of BGS Shoe Corporation, 
Manchester, N. H., at semi-annual 
corporation meeting. Also elected: 
William Lubell, vice-president- 
sales and director; Peter S. Freed- 
man, vice-president-manufacturing 
and director; Arnold J. Cohen, 


JOE BROYLES 
Joins Swan Shoe 


ROBERT E. RATH 
To Stacy-Adams 


WARREN S. LANE 
Back at Stetson 


EUGENE M. HARRIS 
Retiring at Gardiner 


treasurer, clerk and director; Zvi 
R. Cohen, secretary and director; 
Lincoln W. Wolfson and David Bur- 
stein, directors. 

Gerrit J. Popma, as president of 
Textile Banking Company, Inc., 
factoring firm, succeeding Timothy 
R. Stearns, who is retiring but will 
continue as a director. 


Retiring... 


Eugene M. Harris, manager of 
the T. W. Gardiner Company, Law- 
rence, Mass., branch of the United 
Last Company division, United 
Shoe Machinery Corporation, after 
more than 34 years with the United 
Last Division. George O. Johnson 
has succeeded him. 


Appointed... 


Warren S. Lane, as vice-president 
and sales manager of The Stetson 
Shoe Company, South Weymouth, 
Mass. Once sales manager for Stet- 
son, he later held the same post 
with Plymouth Shoe Company, Mid- 
dleboro, Mass., and, more recently, 
Howard & Foster Company, Brock- 
ton, Mass. 

Robert H. Burns, to the execu- 
tive merchandising staff of Edison 


CARL N. QUEEN 


HOMER PLOWMAN 
N Appointed by Hill 


amed Traveler 


ROBERT H. BURNS 
Named by Edison 


BEN GETZ 
Gets Regional Post 
Brothers Stores, Inc., in St. Louis. 
He was previously regional mana- 
ger with headquarters in Seattle. 
Succeeding him there is Ben Getz, 
with Edison 30 years. Hy Labovitz, 
who managed a Baker’s Store in 
Pittsburgh, has been named mer- 
chandiser in the Casualet division 
under Ben Ellis’ direction. 

Joe Broyles, to cover Texas, Okla- 
homa and Arkansas for Swan Shoe 
Company, Baltimore leisure foot- 
wear firm, with his headquarters in 
Ardmore, Okla. 

Robert E. Rath, to the staff of 
Stacy-Adams Company, Brockton, 
Mass., manufacturer, as West Coast 
sales representative. He will cover 
northern California, including the 
Bay area, the Pacific Northwest, 
the Mountain states, Arizona, New 
Mexico and El Paso, Tex. 

Edward L. Lipton, to the sales 
force of the Porter Shoe Company, 
Milford, Mass. He will call on vel- 
ume accounts in the Midwest. 

Homer Plowman, to the sales 
staff of Howard & Foster Company, 
3rockton, Mass., men’s shoe manu- 
facturer. He’ll cover the territory 
from Denver west, including the 
West Coast. 

Carl N. Queen, to carry the Chap- 


ROY A. SMITH 


H. P. HANCOCK, JR. 
Back to Gro-Cord 


Named by Rubatex 
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GENUINE 
LEATHER 
TOP 


Our Famous Scientific Correction 
Rubber Scaphoid with Full Arch Top 


Positions automatically for correct 
longitudinal support 


Send for 
FREE 
Sample 





free on request. 


SEE YOUR JOBBER OR SEND FOR FREE SAMPLES AND COMPLETE CATALOG 


MODERN ORTHOPEDIC APPLIANCE CO., INC. 
584 BROADWAY, NEW YORK 12, N.Y. CA 6-4723 


Economically priced for daily use 
Sizes for men, women, children 


Fully described in our catalog, 





79-81 
Cable 





| 
| 
| 
\ 


One of America’s Finest Resources for 


*SAMPLES x 
*JOBLOTS © 
* CANCELLATIONS 


Branded Shoes-first quality 


from outstanding makers. 


IDEAL FOR 
Cancellation Stores 
Drive Ins 


Bargain Basements 


READE STREET - 
Address 


, 


vay 


NEW YORK 7, WN Y 


ALBARISHOE + Phone WOrth 2-5180 











Appointed... 


man line for the Hill Shoe Company 
of Philadelphia, in North Carolina, 
South Carolina and Tennessee. He 
will be based in Shelby, N. C. 

Ben Nahmias and Casper A. Lane, 
to the staff of the American Juniors 
Shoe Company, Lawrence, Mass. 
Mr. Nahmias will travel upstate 
New York. Mr. Lane will service 
a new territory in the Pacific North- 
west, including Oregon, Washing- 
ton, Montana, Idaho and parts of 
Wyoming. 

Barclay L. Douglas, to cover Kan- 
sas, Nebraska, Wyoming and Colo- 
rado for Sandler of Boston, in ad- 
dition to his present territory of 
Iowa, the Dakotas and Montana. 
Lou Menashe adds Utah to his 
Washington-Oregon territory. 

R. H. (Bob) Simpson, to represent 
Twispers and Travelights, manu- 
factured by the Culver Manufac- 
turing Company, Inc., Erin, Tenn., 
a division of Footwear Corporation, 
in Michigan and the northern coun- 
ties of Indiana. 

Ralph F. Pleatman, to an execu- 
tive post with the Hiteman Leather 
Company, Inc., West Winfield, N. 
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Y. He was formerly executive vice- 
president of the B. D. Eisendrath 
Tanning Company, Racine, Wis. 

Roy A. Smith, as technical direc- 
tor of Gro-Cord Rubber Company, 
Lima, O., maker of work and safety 
shoe soles and heels. He was once 
assistant to the chief chemist at 
Gro-Cord. 

John W. Goodwin, as assistant 
superintendent of International 
Shoe Company’s box toe and strip- 
ping plant in St. Louis. 

Harry P. Hancock, Jr., as_per- 
sonnel manager of the Rubatex 
Division, Great American Indus- 
tries, Inc., Bedford, Va. 

Michael Leder, as a sales repre- 
sentative for Huskies Distributors, 
Inc. He will travel central and 
eastern New York and _ northern 
New Jersey with the Huskies lines, 
working out of the Honesdale, Pa., 
home office. 


Sells Adhesives Nationally 
CAMBRIDGE, MASS. — Angier 
Adhesives division of Interchemical 
Corporation has named the National 
Shoe Products Corporation to 
handle its national sales throughout 
the shoe manufacturing industry. 


Represents Colonial Tanning 

BOSTON —Irving J. Fife, 432 
Fourth Ave., New York, is now rep- 
resenting Colonial Tanning Com- 
pany’s various leather lines 
are produced for the handbag and 
belt trade, in New York City 
surrounding area. Kivie 
manager of 
the Fife 
handled Colonial’s 


which 


and 
Kaplan, 
and general 
firm, said 


treasurer 
the 
ganization 

lines for the shoe trade for over 25 
Hand- 
Division had serviced 


Boston or- 


has 
years. Until now Colonial’s 
bag and Belt 
the handbag and belt trade directly 
from Boston. 


Distributor of Heel Bases 
BROCKTON, MASS. 
Company, 


The C. S. 


Pierce maker of hoe 


manufacturers’ supplies, has been 
named distributor of the full 


of polyethylene heel bases manufac 


line 


tured by the Commonwealth Plastics 
Corporation of Ma 

They will be the 
Brockton plant of C. S. Pierce. Plan 
are being made also to have work- 


Leominster, 
available at 


ing stocks at the company’s ware- 
houses in Cincinnati, St. Louis and 


Milwaukee. 























Headquarters For 


CANCELLATION 
STORES 


Quolity Brands Lowest Prices 


All Price Ranges 


Largest Stocks 


Fine Festwenr 
MOSINGER-COHN 








Everyone Who Knows Comes to BARIS 
SURPLUS SHOE STOCKS 
from best sources always on hand 
at action prices 


SI A Be | S THE NATION'S FINEST 


CANCELLATION SHOES 
79-81 READE ‘ST., N.Y. 7 + WO 2-5180 





BOX HANDLERS 





Does your LONG ARM* 


HEART == 
THUMP ) 


when you climb ladders? 

Better let me send you 

some Long Arms to 

reach the high shelves 

for you. With handles 

24'', 36'', 48'', 60'', $3.50; 

with 72°° handles $4.50 postpaid in USA. Specify 
handle length desired and if 
women's boxes. Satisfaction guaranteed. Your 
jobber or 


CARL BEEMAN 
Cedar Heights Rd. 


for men's or | 


Stamford, Conn. | 





DISPLAY FIXTURES 








a WROUGHT IRON AND 
BRASS SHOE FIXTURES 
WRITE FOR OUR NEW CATALOG 


N-DEE MISPLAY FIXTURES 


Designers — Manufacturers 
816 N. MILWAUKEE AVENUE, CHICAGO 22, ILL. 








Johnston & Murphy Cited 

NEW YORK — Caswell Massey 
Company, Ltd., men’s perfumer and 
chemist, recently presented its first 
awards to makers of men’s sports- 
wear and accessories. Among 20 
shoe styles, the “Swashbuckler” 
made by Johnston & Murphy Com- 
pany, Newark, N. J., was named 
the newest style in a man’s sports- 
type shoe. The shoe is in imported 
shrunken leather with streamlined 
center seam and buckle. 


Same Old West, but Justin 
Tries New Slant in Boot Ads 


FORT WORTH, TEX.—Cowboys 
ne longer take special pride in hav- 
ing little feet. Neither are they 
likely to be influenced by boot ads 
that show a foreshortened vamp. 

Convinced of this—and certain too 
that it was time to kick out the 
traditional format for advertising 
hoots—the Justin Boot Company of 
Fort Worth has thrust a new foot 
forward in its ads. 

Frowning on the traditional small, 
black-and-white ad with copy and 
layout built around a single boot, 
Justin decided after experimenting 
to emphasize quick brand identifica- 
tion, prestige of company and prod- 
uct, and the combination of western 
heritage plus modern-living appeal. 
Isevel Associates, advertising agency, 
recommended also that the small-feet 
appeal be junked in favor of showing 
the boots “fas they actually are.’’ To- 
day’s cowman no longer wears size 5, 
agency men said. In fact size 9 is 
considered small. 

Now Justin’s ad copy is on the 
“soft-sell” order and cut to a mini- 
mum. Prices are omitted. Some- 
times even the company’s address is 
absent. One full-page ad said only, 
“Justin. Since 1879.” The idea, the 
company says, is not to sell one par- 
ticular style but to create a demand 
for boots by Justin, “an authentic 
part of the West.” 





ST. LOUIS —If you gave 
your wife a pair of shoes from 
Heydays Stock Department 
every week—(and they added 
to it each season as they did 
this season) at the end of a 
year, there would still be 142 
different shoes she would not 
have. At the end of two years 
there would be 206 shoes she 
had not seen, etc. Apv. 
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Monaco’s Young Prince Gets 
Shoe Wardrobe from Jersey 


John R. Evans & Company, Camden, 
N. J., tanners, dispatched a wardrobe 
of golden infant shoes in graduated 
sizes to the new heir of Monaco's throne. 
Prince Albert. The shoes are Buntees, 
made of Evans’ Gold Brogandi by R. J. 
Potvin Shoe Company of Brockton, Mass. 
“Entirely suitable for a prince," says 
Evans. 





Back-to-School Girls to Buy 
$75 Million Worth of Shoes 
[CONTINUED FROM PAGE 67] 

The college freshmen’s _ tastes 
shaped up this way. For daytime 
they favored flat shoes; for dressy 
wear they changed to heels—indi- 
vidually, they bought more of each 
type than did their younger sisters. 

One out of three about-to-be 
coeds bought an average of 1.8 pairs 
of dressy flats, Seventeen reports, 
at an average price of $8.94 per 
pair. Two out of five college fresh- 
men added a pair of saddle shoes 
to their closets, paying $7. Almost 
half the girls stocked up on two 
pairs of moccasin-type shoes at 
$7.64 each. 

When it came to heeled shoes, one 
out of five bought an average of 1.6 
pair of daytime heels paying $10 a 
pair. Three out of four bought two 
pairs of dressy heeled shoes apiece, 
paying $11 a pair. 

High school girls tallied $2,565,- 
413 on slippers, with 13.7 per cent 
buying a pair for an average price 
of $4.30. They also spent $1,462,- 
487 on storm and rain boots, with 
6 per cent buying a pair for about $6. 

College girls were more prone to 
indulge themselves in slippers and 
rainwear. They spent a total of 
$946,572 on slippers, with 94 per 
cent buying 1.3 pairs. Average 
price, $3. For storm and rain boots, 
they put $237,530 into cash regis- 
ters, with about one out of five girls 
buying a pair. Average price, $4.91. 
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SALESMEN WANTED 


SALESMEN WANTED 


SALESMEN WANTED 











EXPANDING OUR SALES 
ORGANIZATION 


Following territories available: Western 
Pennsylvania, Maryland, Virginia, West 
Virginia, North Carolina, South Caro- 
lina, Alabama, Kentucky, Ohio and 
Michigan, 

America’s Leading Wholesaler will pay 
liberal drawing account to men with 
established following, or you may carry 
part of our Line on Straight Commis- 
sion basis. 

In stock, Nationally known Line of 
Men's, Women’s and Boys’ Welt-o- 
Pedic—Tred on Air Shoes, Park Ave. 
Loafers, Flats & Casuals. 


Reply to Box 224, BOOT & SHOE RECORDER 
Chestnut & 56th Streets, Philadelphia 39, Penna. 








SPLENDID OPPORTUNITY 
FOR SALESMEN 


Long Established Manufacturer of 
Women’s and Growing Girls’ Pop- 
ular Priced Shoes plans to expand 
sales organization. Entire Line 
backed by efficient In-Stock Ser- 
vice. Replies kept in strict con- 
fidence. 


Reply to Box 226, BOOT & SHOE RECORDER 
Chestnut & 56th Streets Philadelphia 39, Pa. 











BRILLIANT BROS. C0. 


190 LINCOLN ST., BOSTON 11, MASS. 
OUTSTANDING OPENING: 
ALA.—GA.—LA. 
LIBERAL DRAW & BONUS 


Exclusive Territorial Rights 


MEN'S—BOYS'—IN-STOCK 
Vol. Priced 


WORK—DRESS—CASUAL 
Full Resume Required 

















TERRITORIES AVAILABLE 


Opportunity for Sideline Salesman rep- 
resenting large line of in-stock, High 
quality Juvenile Goodyear Welts and Ce- 
ments. Over 65 years in Children’s Shoe 
Manufacturing business. 6% Commis- 
sion on everything shipped. No current 
representation in below listed territories: 
Southeastern and Southwestern States, 
lowa, Nebraska, North and South Da- 
kota, Wisconsin, Minnesota, Chicago and 
Greater Chicago. 


Reply to Box 214, BOOT & SHOE RECORDER 
Chestnut & 56th Streets, Philadelphia 39, Pa. 





SALESMAN WANTED 


To represent one of the most aggressive in-stock companies in the east. Must 
be experienced in selling ladies’ fashion shoes retailing from $9.98 to $11.98. Also 


carry a complete line of flats retailing from $5.00 to $6.98. 


Will give excellent 


drawing account to men of proven background. Must live in the territory. Sub- 


mit full information and experience. 


All replies kept in strict confidence. 


TERRITORIES OPEN 


Illinois—‘*must reside in Chicago” 

West Pa.—‘‘must reside in Pittsburgh” 
Ohio—‘‘must reside in Cleveland”’ 
California—‘must reside in Los Angeles’”’ 


Reply to Box 228, BOOT & SHOE RECORDER, Chestnut & 56th Streets, Philadelphia 39, Penna. 











SIDELINE SALESMAN WTD. 


WANTED TO LEASE 




















FOOT & SLIPPER SOX 
HELENCA, NYLON & COTTON 


Large manufacturer desires sideline salesmen to 
carry a Popular and Quality Line for general and 
rack Jobbers, department stores, variety, shoe, 
drug & supermarket Chains. All territories open. 
Comm. State full particulars to: Box BSR 217, 
125 W. 41st Street, New York 36, N. Y. 








WHOLESALER AND MANU- 
FACTURER looking for Leased 
Department . . . Popular Price 
Men’s, Women's and Children’s 
Shoes. 


Reply to Box 220, BOOT & SHOE RECORDER 
Chestnut & 56th Streets, Philadelphia 39, Pa 

















CLASSIFIED 
ADVERTISING RATES 


UNDISPLAYED 


20¢ a word 
Minimum (18 words) . .$3.60 
Box number, extra... .$2.40 
Your name and address 
charged at word rate. 
Street number one word 


DISPLAYED 
$14 per inch 
Maximum, 46 words to the 
inch. All material must be in 
our office 20 days prior to 
publication date. 
NOTICE: 
Classified Advertising 
is payable in advance 











ORDER BLANK 


BOOT AND SHOE RECORDER 


Chestnut & 56th Sts. 
Philadelphia 39, Pa. 


Here is my want-ad: 


Please check if box No. is Wanted (] 





Enclosed is Check 1 
Money Order 1 








June |, 1958 














POSITION WANTED 








THIS MAN KNOWS SHOES 


He is well known in the industry, too. Twenty- 
seven years supervisory experience in High Grade 
Women’s and Children’s Shoes qualify him for top 
post with progressive factory. Actively supervised 
Production quality, Labor Relations, Piece Work 
Rates; Purchased all Materials; Traveled exten- 
sively in conjunction with factory duties; Sold 
shoes to key accounts. In every way a seasoned 
shoe executive. 


Reply to Box 225, BOOT & SHOE RECORDER 
Chestnut & 56th Streets, Philadelphia 39, Pa. 











ORTHOPEDIC MAN, HIGHLY EXPE 
RIENCED, desires managerial position; Handle 
all phases of business. Experienced contacting 
Physicians and Hospitals. Reply to Box 223, 
Boor anp SHoe Recorper, Chestnut & 56th 
Streets, Philadelphia 39, Penna. 





SIDELINE SALESMAN WTD. 


SIDELINE SALESMEN WANTED: Vol 
ume Line Imports from Hong Kong—Japan 
Oxford Tennis and Basketball Shoes. Immedi- 
ate delivery; Commission basis; Several ter- 
ritories open. Reply to Box 227, Boor anp SHOE 
Recorper, Chestnut & 56th Streets, Philadelphia 
39, Penna 





SMART LEATHER BOWS, SHOE ORNA- 
MENTS and FOOT SOX. Pocket size samples. 
Manufacturer offers highest commission. Reply 
to Box 556, Boor ann SHoe Recorper, Chest- 
nut & 56th Sts., Philadelphia 39, Penna. 








HELP WANTED 





NEW FACTORY, IN PENNSYLVANIA, 
which is going to produce Ladies’ Cement 
Lasted Flats, to retail at $3, is looking for 
Foreman in Cutting Room, Fitting Room and 
Making Room. Foreman must intimately know 
al! operations and all machines in these depart- 
ments. Essential that Foreman be able to break 
in new help. Reply to Box 211, Boot anp SHOE 
Recorper, Chestnut & 56th Streets, Philadel 
phia 39, Penna 


IN-STOCK LINE OF POPULAR PRICED 
WORK SHOES AND BOOTS. Southern 
Wi nsin, Michigan, Iowa, Indiana, Nebraska, 
and Northwest States. Attractive commission 
UNION SHOE MFG. CO., Sheboygan, Wis 


consin 


ASSISTANT DESIGNER WANTED FOR 
UPSTATE NEW YORK FACTORY. Send 
particulars and state salary desired. Reply to 
Box 22, Boor anp Snore Recorper, Chestnut 
& 56th Streets, Philadelphia 39, Penna 





FOR SALE 





FOR SALE TWO GOOD INTERNA 
TIONAL SHOE STORES; good, clean mer- 
chandise; excellent locations in Southern Mich 
igan. $10,000 will handle. Dissolving partnership 
Reply to Box 221, Boor anp SHOE RECORDER 
Chestnut & 56th Sts., Philadelphia 39, Penna. 





FOR SUBLEASE 


FOR SUBLEASE: AIRCONDITIONED 
SHOWROOM, with receptionist service. De 
sirable location in Marbridge Building, New 
York Call Louis Rosenwasser, Wisconsin 
7-6148 
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Piecework Pay Rates to Rise 
In Puerto Rican Shoe Industry 


WASHINGTON—Shoe manufac- 
turers in Puerto Rico are faced with 
another rise in wage costs. The 
U. S. Labor Department has served 
notice on the leather and shoe indus- 
tries there that it intends to fix 
higher piece rates for homeworkers. 

The department earlier this year 
fixed new minimum hourly rates for 
those industries in Puerto Rico. The 
minimum for the shoe industry was 
fixed at 55 cents, and the rate for 
the leather industries at 50 cents. 
The new proposal, affecting home- 
workers, is designed to bring piece- 
work payments into line with the 
rates now paid factory workers. 


Space Maps: Keds Promotion 
NEW YORK — For promotional 
use, the United States Rubber Com- 
pany is offering its Keds dealers 
copies of a detailed “Map of Outer 
Space” by Rand, McNally & Com- 
pany. The full-color map, 23 by 17% 
inches, shows the planets and large 
stars with travel time and distance 
from the earth calculated for each. 
A. C. Ware, footwear sales man- 
ager, said Keds dealers can purchase 
the maps for 101% cents each in a 
minimum quantity of 100. 


Leather Engineering Course 


LOWELL, MASS.—A graduate 
course in leather engineering, lead- 
ing to an M.S. degree, will be of- 
fered next September by the Lowell 
Technological Institute, it was an- 
nounced by Dr. Martin J. Lydon, 
president. Applicants must hold a 
bachelor’s degree. 

Applications should be sent to 
the Director of the Graduate 
School, Lowell Technological Insti- 
tute, Lowell, Mass. 


Gro-Cord Representative 


LIMA, O.—Forest Moor, president 
of Gro-Cord Rubber Company, Inc., 
announced that the John G. Traver 
Company, Inc., Philadelphia, has 
been named sales representative for 
the Gro-Cord line of work and safety 
shoe soles and heels in Pennsylvania, 
Maryland and Virginia. 





MERCHANTS’ NEEDS 


ADVERTISE YOUR 
Pencil Boxes, Book Covers. Free catalog. 
HECHT ADVERTISING, 3074 Park Avenue, 
Bronx 51, N. Y. 





STORE—Imprinted 





WANTED TO PURCHASE 








TOP DOLLAR! 


FOR YOUR ODDS AND ENDS, CLOSEOUTS 
OR COMPLETE STOCKS 


EDDY SHOE COMPANY 
ALWAYS RELIABLE 
132 No. 4th St. Phila. 6, Pa. 
Phone: WA 5-9533—WA 5-9927 











CASH PAID FOR 
SHOE STORES 


CLOSE OUTS, JOB LOTS 
SHORT LEASES ASSUMED 


B. SABIN 


101 DUANE ST. NEW YORK 7, N. Y. 
Telephone WOrth 2-2515 











M. STOFF and CO. 

CASH FOR SHOES 

Closeouts—Complete Stores 
Short Leases Assumed 


158 Duane St. New York City 
Tel. Beekman 3-0141-2 














MORRIS BAYROFF 


formerly with M & R Shoe Co. 
IS NOW LOCATED AT 
122 DUANE ST., N.Y.C. 
Telephone REctor 2-4171 
Highest Prices Paid for 
Complete Stores & Closeouts 
Leases Assumed 








MERCHANTS' NEEDS 














Mats INNTD) Ydeas 


FOR YOUR 


NEWSPAPER, ADVERTISING 


—if youadvertisein newspapers 
write today for free samples of 


1. Sterling Shoe Mat Service 


An outstanding serviee of 
carefully written copy, photo- 
graphs and beautiful art work 
for direct mail and news- 
paper advertising. 


e 
2. Vincent Edwards Idea Clipping 
Service 


Actual newspaper tear sheets 
of ads of shoe stores; you se- 
lect the exact stores and 


cities you want to see or 
leave the selection to our ad- 
vertising staff. 


Ld 
VINCENT EDWARDS & CO. 


World’s largest advertising 
service organization 
342 Madison Ave. 
New York City 








Boot and Shoe Recorder 














WANTED TO PURCHASE WANTED TO PURCHASE 


WANTED TO PURCHASE 








“Uncle Sam” 
will soon prove 
Sputnik and Muttnik ~~ SURPLUS SHOES 
are old numbers CANCELLATIONS 
COMPLETE STORES 


Louis Write or wire for fast ac- 
tion . . . quality men’s 


will buy your women's and children’s shoes. 
old numbers ‘Fine Footwear For OVER 43 YEARS 
91 mak onsen iy MOSINGER sy COHN 
WEE CLIT gton St bouis 3, Mo 


formerly with S. CAMITTA & SONS 

















TOPPS PAYS THE TOPS 


WE ARE RETAILERS 


We buy Men's, Women's, Children's Shoes 
Complete Stores FOR OPERATION 


TOPPS SHOE STORE 
4116 Bergenline Avenue 
Union City, N. J. UNion 3-6413 
Phone or Wire Collect 











WE PAY MORE | ARE RETAILERS 


WE BUY MEN'S, WOMEN'S AND CHILDREN'S BRANDED SHOES 
FOR QUICK ACTION WRITE, PHONE OR WIRE COLLECT 


HEMPSTEAD SHOE CO., INC., 269 FULTON AVE., HEMPSTEAD, L. I., N. Y. 

















Any quantity. . any time. Weil 
buys for cash.. - quality shoes, 

plete stores, ts or 
surplus from manufacturer or 
retailer. For quick action write, 
wire or phone immediately. 


M. K. Weil Shoe Co. 
1215 Washington Avenue 
St. Louis 3, Mo. 
CE. 1-4898 CE. 1-3762 
Quality Shoes Since 32 
“While in Town See Weil”’ 

















Max L. Meltzer, Pres. Ivanhoe 1-9830 





B. & R. PAYS THE LIMIT 


WE BUY CLOSE OUTS 
COMPLETE SHOE STOCKS A 

sine ssl LEASES ASSUMED 
— YOUR NAME PROTECTED py 








B. & R. SHOE CORP. 74 Reade Street, New York 7, N.Y. WOrth 2-6358 





for 

e closeouts 

e surplus 

e discontinued 
lines 

e complete stores 

BROITMAN- 

GAFFIN SHOES 


inc. © BE 3-7290 
146 DUANE $T., N. ¥.C. 


" COMPLETE STORES * 
WA NTE Ds 


Confidential negotiations by 
rated . . . experienced retailers 


ARRONSON BROS. & BAYROFF , 


122 Duane St., N.Y.C. RE 2-4170-4171 g 
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Quick decision on your offers of discontinued and 


8 A a { S$ surplus men's, women's and children's shoes. 


THE NATION’S FINEST Also complete stores considered 
CANCELLATION SHOES Jobs in Fine Shoes From Fine Sources Since 1931 


79-81 Reade St. + New York 7,N. Y. + Tel: WOrth 2-5180 
\/HAAEEHLEEHEEEEEEHTEELX7TEEEELTEEEEEEELTLTE EEE 
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WE BUY 


Your BRANDED 
and DISCONTINUED 


SURPLUS STOCK 


Write or Phone 
WaAlnut 5-2062 


CAMITTA SHOE CO. 
120 No. 4th St. Phila. 6, Pa. 











e About Shoe People 


William Reichert, sales agent for 
companies in the allied field, is the 
recipient of a plaque commemorat- 
ing a half-century of service to the 
less fortunate, particularly the 
blind. Albert D. Aronson, president 
of The 210 Associates, made the 
presentation at a meeting of the 
foundation’s directors. Mr. Reich- 
ert also was made an honorary life 
member. 


General Manager Saul Snitzer 
and Sales Manager Robert Siff of 
B-W Footwear Company, Webster, 
Mass., are back from Europe, where 
they attended the International Ma- 
chinery Show at Pirmasens, Ger- 
many, and visited German shoe fac- 
tories to observe production meth- 


ods. 


Joseph Kaplan, president of the 
Colonial Tanning Company, Boston, 
was presented with a watch at a 
testimonial dinner in his honor 
given the 300 employees of 
Colonial’s Hartnett division. 


by 


Harold M. Florsheim, president 
of the Florsheim Shoe Company, is 
vice-chairman of the 1958 Special 


Gifts Campaign of the National 
Conference of Christians and Jews. 

Louis Greenwald, for 19 years 
the New York representative of 
Hannahsons Shoe Company, has 
celebrated his 50th wedding anni- 
versary. He is 73. 


Ira Knapp, general manager of 
Endicott Johnson’s Binghamton and 
Johnson City plants, is back at 
work after a long convalescence 
from a heart attack. 


Joe Silverman, who worked for 
John Irving Shoe Corporation 33 
years as a manager and district 
supervisor, has bought one of the 
Irving stores at Suitland, Md., eight 
miles from Washington, D. C. 





Mother Isn’t Lonesome When 
This Shoe Traveler’s Away 


SAGINAW, MICH.—Joseph Princinsky 
has good reasons for being an energetic, 
hard-working sales representative. 
Twelve of them. 

Mr. and Mrs. Princinsky have a dozen 
children, the youngest born April 1. 

Mr. Princinsky, who represents Huth- 
James Shoe, Inc., of Milwaukee in lower 
Michigan, believes he has one of the 
largest families among shoe travelers. 


Phil Cohen has resigned as trea- 
surer, director and children’s shoe 
buyer at Fashion Thimble Shoe 
Company, St. Louis, and sold his 
interest in the firm. He hasn’t an- 
nounced future plans. 


John E. Dickinson, vice-president 
in charge of sales and advertising 
for Albert H. Weinbrenner Com- 
pany, Milwaukee shoe manufac- 
turer, last week addressed the 
Neena-Menasha, Wis., Chamber of 
Commerce. 


Orrin P. Juel, formerly district 
sales manager at Minneapolis for 
a national shoe firm, has purchased 
Stratton’s Shoe Store in Brookings, 
oe 


John Thomas, assistant manager 
of Baker’s Shoe Store in Phoenix, 
Ariz., has been named one of the 
firm’s six outstanding assistant 
managers from a group of 332 re- 
tail stores. 


Eugene C. Fagan, who started in 
the retail shoe business 35 years 
ago, has opened an exclusive salon- 
type ladies’ store on Hollywood 
Blvd. in Hollywood, Calif. 














FREE... with Scott-Line 
PEG-BOARD DISPLAY 


with purchases 
of $25 or over! 

















This new 
SUPERMARKET 


Technique will... 


INCREASE YOUR SALES 
ADD PROFITS 
REDUCE SALES EXPENSE 


| 
| 


14 Best Sellers Packaged for Peg-Board Display 


%& Metatarsal Insoles 

%& Superb Arch Corrector 
% Soft-Tred Insoles 

% No. 705P Insoles 

% Cadence Step Insoles 
% Air-Cushion Insoles 

% Fantom-Foam Insoles 


Order by Mail 


Write for FREE 
Full-Line Scott 
Catalog 


%& Spun Foam Insoles 

%& Air-O-Phyll Insoles 

%& Spun-Foam Heel Cushions 
% Foam & Fabric Fillies 

% Scott's Met-a-Liners 

% Scott's Foot Trax 

% Scott's Arch-a-Liners 


SCOTT 


FOOT APPLIANCE CO. 
1701 WEBSTER ST. ® OMAHA, NEBR. 


NOW IN STOCK 


IMMEDIATE DELIVERY 


i 


professional model 


SQUARE 
DANCE 


@ Soft glove leather 
@ Colorful print lining 


@ 45” lace elasticized binding 
for snug fit 


@ Flexible chrome sole 
@ Built-in wedge 
@ Outside oak leather lift 


@ Black, white, red 
(Pink and blue to order) 


@ Sizes 3-10. Narrow & 
medium widths 


$935 PAIR 


Net F.0.B., Boston 


BERNED SHOE CO. + 207 ESSEX ST., BOSTON 10, MASS. 
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In NY. C. 
We're Your 








STAY AT THE 


HERATON - 


MCAcPin 


MAGIC LOCATION! We're right 
in the middle of the shoe market, 
close to wholesale sources, New 
York’s fashion center. Steps from 
Empire State Building, subway, bus 
and air terminals, Lincoln Tunnel. 


Theatres, night clubseasily accessible! 


COMPLETELY MODERNIZED, 
remodeled, redecorated. All rooms 
have new RCA 2)” TY, full-range 
radio; many air-conditioned. Minute 
Chef and Town Room for a snack or 
hearty meal. Cafe Lounge for smart 
entertainment. Unique new Gate of 
Cleve features authentic Holland 
dishes, German food . . . every 
imported Netherlands and German 


beer. 


N. Y. HEADQUARTERS 
FOR THE SHOE INDUSTRY 


QHERATON- 


MISAcpin 


HOTEL 
Tithe Heart of the Don Aine 


BROADWAY AT 34TH STREET 
Kurt A. Smith, General Manager 





Goodyear 


INSOLE RIB 


Attaching Machine 


gives accurate 
three-margin control 
at low cost 


United’s improved insole rib attaching machine —the Model 
B-has a three-position edge gauge that makes possible the 
accurate rib location needed for good shoemaking. Adjustable 
stops furnish selective but positive edge gauge locations for 
specified margin dimensions. 


This new model will give you higher production at lower 
cost. A reel holding 400 yards of preformed rib minimizes the 
time spent by the operator in handling materials. Other im- 
provements and simplifications reduce maintenance expense 
and permit you to produce inexpensive, flexible insoles with 
accurate margins and solidly attached ribs. 


Call your G/M representative for more detailed information 
that will help you lower the cost of your welt insoles. 


(AC UNITED SHOE MACHINERY CORPORATION 
Boston, Massachusetts 
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the feel 
of silk 


® new leather of 
Crvrn0Ce imagination and 


beauty 


Look into the pearly depths of 


a finish—you’ll see new ideas for your 


essence of pear! gives Samoa unusual, unex 
ment. Quality k pgivesit aluxu 


ARMOUR LEATHER COMPANY 7 enchanting color 


est fashions. 


426 West Randolph Street © Chicago 6, Illinois design It’: 
210 South Street © Boston 11, Massachusetts 


2 Jacob Street © New York 38, N. Y. from Armour Leather 





SELL ALL 3 


4% | YOUTHS 8%-12-3 
q* BOYS 1-6 


BIG BOYS 6%-11 


The Brightest Spot in the Business is 
— BOYS’ SHOES 


Fastest Selling Boys’ Shoes ci 


i tremendous rise in population in the 5 to 17 age 

group accounts substantially for the amazing increase 

in consumption of Youths’ and Boys’ shoes. The —— 
emphasis which more parents are placing on Quality, 

Gerberich’s strong, diversified 3 Brand Style Program 

and its comprehensive size schedule enable dealers to 

take full advantage of this favorable situation. 














Gerberich and Gee Pees are nationally advertised in 
BOYS’ LIFE and PARENTS’. 
. In Stock To Gerberich Dealers 


GERBERICH-PAYNE SHOE COMPANY 7ie Finest Name In Boys’ Shoes 
MOUNT JOY PENNSYLVANIA 


OFFICES: New York, Marbridge Bldg., Room 417 ° Los Angeles, Alexandria Hotel e Room 805 
Philadelphia, 12 S. 12th St., Room 914 ¢ In Canada, J. Leckie & Co., Ltd. L. H. Packard and Canada West 





